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The Attention Hour Factor in Advertising Media... see page 35 





WHERE COLOR ACCURACY IS IMPORTANT... 


DPythiceler 


CANNOT BE SURPASSED! 


Today color film accuracy reaches a new high with amazing 
Pathécolor. Because Pathécolor shoots what it sees, it is fast 
becoming the standard of the industry. Foods, packaging, 
brand identification and human skin tones can be photo- 
graphed with astonishing reality. And all this is possible with- 
out special camera equipment and complicated lighting. 
Once you see what Pathécolor can do for your productions, 
you'll never accept a substitute. 


FOR FAST PROCESSING AND PRINTING FOR PERSONALIZED PRODUCTION SERVICE 


WILL SERVE YOU BEST 


The use of Pathécolor has an added big advantage...Pathé service. 
Now you can get negative reports in 24 hours and answer prints 
within 48 hours. This cuts production time and saves money in many 
ways. Quantity Pathécolor print orders also are handled with the 
same exceptional speed for which Pathe is famous. 


HAS NO EQUAL! 


Pathé welcomes inquiries about color film problems in any stage of 
production planning. Pathé is famous for their follow-through on all 
productions, large or small. One supervisor “babies” your job from 
beginning to end. And as production problems occur, Pathe Person- 
alized Production Service is as close to you as your telephone. 


Prove Pathecolor superiority for yourself ...See a 
16 or 35mm demonstration reel before your next production! 


WRITE OR PHONE— 


Paecdhé UBORATORIES + NEW YORK 105 East 106th Street, TRafalgar 6-1120 
PaclAdé BORATORIES - HOLLYWOOD 6823 Santa Monica Bivd., HOllywood 9-3961 


Palhé Loboratories, inc., is a subsidiary of CHESAPEAKE INDUSTRIES, INC. 


GREAT MOTION PICTURES ARE PROCESSED BY Dthé 















EXPERIENCE 
IN MARKETING 


CREATIVE 
CRAFTSMEN 


3. 


DELIVERY 
AS PROMISED 


CARAVEL FILMS 


INCORPORATED 
730 FIFTH AVENUE 





THREE REASONS WHY CARAVEL-PRODUCED 
SLIDE-FILMS YIELD IMPORTANT RESULTS... 


TELEPHONE CIRCLE 7-6111 





In recent years, Caravel has produced slide-films for over 40 major 
companies—used mainly in direct sales presentations, promotion, and 
sales training. Again and again, our clients tell us of impressive results 
obtained from these films. 

We think we know the reasons: 


Caravel executives are trained to think in terms of the real marketing problems 
confronting the client, and Caravel scripts are tailor-made to meet those problems. 


Resulting in comments like this one from Towle Silversmiths: 


“—a top-quality job —we are proud to show it to our dealers.” 


Caravel's creative production staff knows how to emphasize the key ideas that 
the client wants to get across, Thus, Towmotor Corporation writes of a Caravel- 


produced slide-film: 


“I want to compliment you . . . congratulations are especially due for the 
photography and art-work . . . enthusiastic acclaim.” 


Caravel's technicians set and keep schedules that enable the client to show the 
film at the optimum time for his marketing needs. Calvert Distillers is a case 
in point: 
“Working for you are some fine people with a high sense of responsibility . . . 
To each individual craftsman who helped us reach the deadline intact, my 


admiration and warm thanks.” 


If you use slide-films as a sales tool, you will be interested in seeing some 
of Caravel’s productions. With the permission of our clients, we will be glad 
to arrange a showing for you, without charge or obligation. 





FREE. ee write 


for the new 

Caravel brochure, 

THE MOTION PICTURE 
AS A SALES TOOL. 


° NEW YORK 














“Our sound movie is full of ‘corn’... 
but it really sells seeds!” 


FUNK’S "GC" HYBRID PRODUCERS 


“Research Acres shows how 
we've developed our hybrids. 
Bell & Howell equipment 
helps us in showing our 
movie all over the country.” 


R. J. LAIBLE 
Agricultural Adviser 

FUNK BROTHERS SEED CO. 
Bloomington, Hl. 


New! Magnetic Filmosound 
202 16mm recording projector 
lets you add that professional 
touch to your movies easily, in- 
expensively add sound to old 
silent films, change sound to fit 
specific needs...show any 16mm 
movie. From $699. 





Filmosound 285 shows optical 
sound or silent films. Brilliant 
pictures, full, natural sound at 
all volume levels. From $449.95. 


With Sound Movies Find Out Today How 


Bell & Howell Can Help You! 


your message really sinks in! 


Funk salesmen find it’s easy to sell their Today, more and more sound movies are Bell& Howell Company, Dept. D 
7108 McCormick Road. 
Chicago 45, Ill. 


superior hybrids when prospective buyers used by business, industry, church, school, 
see the remarkable sound movie, “Research and farm groups to solve heretofore difficult 
Acres.” This movie, the third of a series pro and costly educational and sales problems. Please send me, without cost 
duced by Funk “G” Hybrid Producers, shows Bell & Howell offers the finest motion pic- p Ronyan pens men ohh ggg 
micro-photo shots of pollen grains fertilizing ture equipment to help you do the best job ment for use in Industry 
corn silks, tassel development, and other at lowest cost Home Church School 


amazing glimpses into the growth of corn 


NAME.... 
Only sound movies could tell this dra 
matic story and do it at such a low. low e & owe ORGANIZATION 
cost, It's a powerful tool for their salesmen r 


s . ADDRESS 
and it’s espec ially he Ipful to growers, 4H makers of the world s finest 
Clubs, Granges, and other farm groups to 


whom it's ay ailable on request. motion pucture equipment 
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*CHICAGO 
1345 Argyle Street 


NEW YORK 


N 385 Madison Ave. 
O PRODUCT, new or old, can gain 


public acceptance unless it is first accepted with enthusiasm by the 

. . st my 
dealers and salesmen who must sell it. Before they can present it to DETROIT 
1000 Dime Bldg. 


the public with confidence and conviction, they must learn what the 


product is and what it will do. 


CLEVELAND 
1010 Euclid Bldg. 


Experience has proved there is no better way to impart this motiva- 


tion and knowledge than by the use of various audio-visual media. 


For thirty years, Wilding has written and produced integrated pro- 
*HOLLYWOOD 


grams to introduce products into competitive markets: 5981 Venice Blvd. 


.. . Stage shows with actors, sets and props. 
.. . Motion pictures, black-and-white, color and CinemaS« a pe. hE | OUIS 
. ~ = 


. . « Slidefilms, silent and sound, color and black-and-white. 4378 Lindell Blvd. 


Any Wilding office will counsel with you on devices that will moti- 


vate your dealers and salesmen toward more effective selling. CINCIN NATI 
Enquirer Bldg. 


PITTSBURGH 
Law & Finance Bldg. 


"Studio Facilities 


WILDING 
PICTURE PRODUCTIONS, INC. 


OSES. 
Bai. 0 
eMC 
} et 


Poa 


TION PICTURES» + SLIDE FILMS - TELEVISION FILMS 
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YOUR 1954 CALENDAR 
OF AUDIO-VISUAL EVENTS 


Film Festivals, Workshops and Meetings 
of Interest to Film Sponsors and Users 


JUNE 


June 2-4: National Sales Executives con- 
vention and sales equipment fair. 
Conrad Hilton Hotel, Chicago. 


June 16-17: Seventh Annual Cleveland 
Film Festival, Carter Hotel, Cleve- 
land, Ohio, sponsored by the Cleveland 

arts & crafts 

experimental, gardening, general health, 


Film Council. Categories: 


human relations, industrial relations, in 
dustrial research, music, public relations, 
religion, sales training, teaching & class- 
room, travel, international, medical & 
dental 


Cleveland “Oscars” presented to top film 


education training. Awards: 


in each category as judged by audience. 


AUGUST 
August 1-4: National Audio-Visual Con- 
vention and Trade Show, Conrad Hil- 
ton Hotel, Chicago. meeting of the Na- 
Audio-Visual mem- 
bers. Addresses, film showings and dem 


tional Association 


onstration of equipment. 


August 22-September 12: Eighth Inter- 
national Edinburgh Film Festival. A 
meeting of directors, producers, writers, 
film society officers and film users in 

field; weeks viewing of 

quality film treatments of entertainment, 
scientific and instructional 
realist comedy, 
instructional subjects 

Certificates granted films selected for 

screening. 


every three 
subjects. 
drama, experimental, 
scientific and 


August 22: The Fifteenth International 
Venice Exhibition of Cinematogra- 
phie Art. 


selected 


An awards competition of 
(Entries for the Edin- 
burgh and Venice Festivals are sub- 
mitted through the Film Council of 
America, 600 Davis Street, Evanston, 
Il.) 


films. 


August 30-September 4: 11th Annual 
Audio-Visual Workshop, American 
Baptist Assembly, Green Lake. Wis- 
consin. Registration fee, $20.00. 

Functional Use of Anudio- 

Visuals. Purpose: to provide time and 


Theme: 


resources, both of materials and leader- 
ship, for all who are seeking to use 
new and better tools for achieving the 
Christian mission. For further informa- 
tion: Miss Pearl Rosser. National Coun- 
cil of Churches, 79 FE. Adams Street, 
Chicago 3, TI. 


NOVEMBER 
November 8-10: Association of National 
Advertisers’ Annual Meeting. Hotel 
Plaza, New York. Report of Films Com- 


mittee to be presented. 
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There’s only one 
color-correct* 


\ 


| process... 
\ 


only 
















ee* 
\ 
...and only byron can give Want guaranteed satisfaction for your color films? 
you all these 16mm production 
facilities on one order: Demand Byron color-correet™ prints, the film industry's 
script highest standard of color duplication. Byron 
art service is dependable prices are the lowest in the 
? ity uv . 
diting industry quality the best. Call today for our 


sound effects 
; \ illustrated brochure and price list. 
antumation \ 


recording 8-hour service if required. 
fo 


complete black-and-white 
laboratory facilities ro rn 
" og —_ Studios and Laboratory 
music library 
sound stage 1226 Wisconsin Avenue, N.W., Washington 7, D.C. Dl pont 7-1800 
location photography 
. photogray 


me 550 Fifth Avenue, New York 36, N.Y. Circle 5-8188 
titling 


* Reg. U.S. Patent Office 


PRACTICALLY EVERY 16MM FILM PRODUCER IN THE WESTERN HEMISPHERE IS A CLIENT OF BYRON 
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Precision 


Iv 


YOUR PRODUCTIONS 
BEST REPRESENTATIVE 


CLOSE CHECK ON 
PROCESSING 

Picture ana sound results are held 
to the closest limits by automatic 
temperature regulation, spray devel- 
opment, electronically filtered and 
hamidity controlled air in the dry- 
ing cabinets, circulating filtered 
baths, Thymatrol motor drive, film 
waxing and others. The exacting 
requirements of sound track devel- 
opment are met in PRECISION’S 
special developing machinery 


YOUR ASSURANCE OF 
BETTER 16== PRINTS 


16 Years Research and Specialization in every phase of 16mm processing, 
visual and aural. So organized and equipped that all Precision jobs are of the 
highest quality. 

Individual Attention is given each film, each reel, each scene, each frame — 
through every phase of the complex business of processing — assuring you of 
the very best results. 

Our Advanced Methods and our constant checking and adoption of up-to- 
the-minute techniques, plus new engineering principles and special machinery 
enable us to offer service unequalled anywhere! 

Newest Facilities in the 16mm field are available to customers of Precision, 
including the most modern applications of electronics, chemistry, physics, optics, 
sensitometry and densitometry — including exclusive Maurer-designed equip- 
ment — your guarantee that only the best is yours at Precision! 


Precision Film Laboratories —a di- 


vision of J. A. Maurer, Inc., has 16 th ) 1/1 1 Y 
years of specialization in the l6mm ) 4 
field, consistently meets the latest de- Hi l } | 


mands for higher quality and speed. 





IN THE NEWS OF BUSINESS FILMS 


r HE UNITED STATES CHAMBER OF COMMERCE 
has moved into the forefront as one of the 
nation’s leading users of factual motion 

pictures. Thousands of local chambers and in- 
dividual company members of the organization 
will join hands this year in helping to show 
and discuss one or more of the motion pictures 
being publicized. 

Big picture in the Chamber program is /t's 
Everybody's Business (produced by John Suthet 
land Productions) and local promotion is sched 
uled to begin very soon on this topflight pictur 
ization of America’s productive resources. Action 
Needed, produced for the Chamber by Raphael 
G. Wolff Studios will play a key role in that 
organization's membership drive. Finally, there's 
the national discussion film program on “Films 
to Help Explain American Business” on which 
the Department of Education is furnishing Dis 
cussion Leader's Guides to carefully selected 
films available from a variety of regional and 
national distribution sources. 

Carl Foster, who heads the Visual Education 
activities for U.S. Chamber, has a big job on 
his hands but one in which all the organized 
resources of the factual film industry will join 
Film Judging Events Roll Along and 
Honors Go to Sponsored Pictures 
* This past month, groups in Stamford, Conn.. 
Columbus, Ohio and New York City added to 
the growing parade of film award ceremonies 
The Manhattan events included the annual 
acknowledgements of the National Visual 
Presentation Association (see page 24) and of 
the ScHOLASTIC TEACHER magazine (see page 
30). We also report audience sentiments at the 
Stamford Film Festival (page 28). 

Sponsored motion pictures took high honors 
at all these places and well they might, consider- 
ing comparative budgets and the colorful, inter- 
esting subject matter of these pictures. What of 
the public relations value of these events to 
sponsors and produc ers? 

lruth is that top management is often puzzled 
by the signifi ance of what they consider “art 
( CONTINUED ON PAGE SEVENTY-ONE ) 


synchronous 
magnetic film 
recorder for 
motion pictures 
and television. 


STANCIL- HOFFMAN 


921 N. Highland Hollywood 38, Calif. 
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IMILALIN OF THE HOU? 


@ The most important thing to successful business and a healthy economy 
is the salesman. Selling is our number one job, requiring the best 

of tools, the most skilled craftsmen and the latest techniques 

@ One of the greatest salesmen of all time is the motion 

picture .. . delivering its message clearly, logically, 

forcefully, without distraction or interruption 

@ An award for outstanding salesmanship has been given 


TS Wat ‘A ‘ 
‘ ree LUT one of our recent films by the Sales Executive Club of 
4 SPONSOR y 
rit NATIONA| “This Is Progress,” a 3D color motion picture made for 


New York and the National Visual Presentation Association 


COENTATION ASSOCIAH9 General Motors was awarded first prize, a 


noteworthy honor in this age of selling 


TME SALES EXECUNIVES cup 4 


BEST MOTION PleToRE 


STUDIOS 


oo | 
HOLLYWOOD «+ NEW YORK « CHICAGO «+ DETROIT + CINCINNATI 





ELECTRICALLY 
OPERATED 
REMOTE CONTROL 
JOMM FILMSTRIP 
ADVANCE MECHANISM 


| is Dou't be Chained 
ee te Your Proctor! 


Strip-O-Matic frees you from sitting next to your Projector... 
allows you to control projection from the front of your class- 
room or audience, and be guided by their reactions . . . lets 
you walk among the audience . . . or stand at the screen. 
Just a touch of the hand-held button changes the picture on 
the screen with perfect framing each time . . . changes it 
quickly, surely , smoothly... and... quietly. Designed by 
Viewlex engineers for use only with Viewlex, the world’s 
finest projectors. A most wonderful accessory . . . just slips 
in any Viewlex V model combination filmstrip and slide 
projector. 


ONLY $39.50 
Any accredited Viewlex educational 


dealer will be happy to give you a 
demonstration. 





or... write Dept. AB3 
for free literature 


as 


mt, 

oN 
. » 

‘ 


35-01 QUEENS BOULEVARD 


WA 
MGM Yo inc LONG ISLAND CITY 1, N. Y 
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You Cant Haul a Horse 


ina Handcar?... 
And You Can’t Hold An Audience 
With a Dim Picture 





Inadequate equipment can ruin the success of any undertaking. 


16mm film showings are no exception ... particularly where 100 
or more persons make up your audience. With present screen-sizes 
and projection-throws, the clear, brilliant, evenly-lighted pictures 
assured by carbon-arc projection are more than ever a “must” for 


successful auditorium screenings. 


Today, with record numbers of business and educational films 
competing for viewers’ time and attention, you can't afford to 
neglect the important element of screen lighting — its influence 


on attention, interest and impact. 


Many new model lamps designed for “National” carbon-arc pro- 
jection of 16mm films are now available. See your supplier for a 
demonstration as soon as possible. You'll find them simple, safe, 


and four times brighter than the next best source. 


The term“ National’ is a registered trade-mark of Union Carbide and Carbon Corporation 


NATIONAL CARBON COMPANY 
A Division of Union Carbide and Carbon Corporation + 30 East 42nd Street, New York 17, N.Y 
District Sales Offices: Atlanta, Chicago, Dallas, Kansas City, New York, Pittshurgh, San Francisco 
IN CANADA: Union Carbide Canada Limited, Toronto 
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Camera Eye 


YOUTH MUST BE SERVET 
AND VISUALS CAN HELP 


()' LOOK. at the enormous L. 5 


population increase these past 
five years shows the millions of 
youngsters growing toward maturity 
and certain to have a profound 
effect on the economic and social 
future of this nation. 

In the aftermath of war and the 
subsequent shadow of world unrest, 
juvenile delinquency is of major 
concern; what of education, health, 
citizenship / How can we best com 
municate with our young people? 

We do not think the mass media 
such as television can help much 
in this area. There is little evidence 
that teen-agers will tolerate pro- 
grams via an entertainment me- 
dium; neither do they look to news- 
papers and magazines for other than 
recreation 

Most apparently our best chance 
1s within the formal curric ulum 
unfinished 
task of visual education combine to 


Our schools andthe 


offer a great potential for com- 
munication. Let’s look to the screen 


ind to better films for youth! a 


Safety Education for Very Young 
is Goal of New Chevrolet Film 
* As adult and adolescent motor 
ists continue to pile up sequels lo 
And Sudden Death,” safe driv 
ing experts are turning their efforts 
progressively to children 
In Phoenix 
ten citizens are learning the correct 
trafly 


Arizona, kindergar 


attitudes in a realistic, far- 
sighted program. This program, its 
exemplary little stars and large ob 
ject lessons, are introduced to the 
nation in Tomorrow's Drivers, a 
10-minute motion picture produced 
for the Chevrolet Division of Gen 


eral Motors 


Jam Handy Organization. 


Corporation by the 
Produced in cooperation with 
the National Safety 
film’s premiere was viewed by Gov. 
Howard Pyle of Arizona and Mayor 
Frank Murphy of 


traflie and safety leaders as guests 


Council, the 


Phoenix, and 


of the Phoenix Chamber of Com 
merce, 

Narrated by James Stewart, the 
black and white documentary shows 
how Phoenix is setting out to curb 
motor mayhem. From first grade to 
first license, Phoenix teaches by 
demonstration. 

Tutelage begins around a table 
top with painted streets and cross 


walks 


tots discover the rights of others 


Thumb-sized autos help the 


Film Editing Made Easy 
with NEW 


professional 
film vwiewer 


for 35mm and 16mm 


Every film editor will appreciate a viewer that enables him to 


view his film from left to right—on a large, brilliantly 


illuminated screen. 


The PROFESSIONAL FILM VIEWER makes film editing 


a breeze. Easy threading, portable, will not scratch film. Put 


this viewer between your rewinders and speed up your editing. Size of 


Viewing Screen 5%4 x 4%. 


tl 


the whys of rules. 


Graduating 
from the table course, the pupils 
are seen playing roles as_ pedes 
trians, motorists, traflic cops. Driv 
ing midget cars with real tires, 
headlights and tooting horns, these 
‘tomorrow's drivers” trace a safes 
future. 

Violators are ticketed and tried 
before their classmates. Guilty ones 
often lose their licenses and tem 
porarily are reduced to pedestrians 
Beaming on this incubator of good 
conduct, the film illustrates how 


courtesy, cooperation and sports- 

manship become a habit. 
Tomorrow's Drivers is availab\ 

to PTA’s, civic and service groups 


through Chevrolet dealers a 


a a * 


Evans’ ‘King Richard" Filmed 

for Educational Distribution 

* High school students, long al- 
leged to be bored with text versions 
of the “Immortal Bard,” may now 
get a good look at Shakespearian 
art in action. They can see and 
hear Maurice Evans in his widely 
praised two-hour television produc- 
tion of King Richard Il 


sound motion pictures. 


in 16mm 
This educational experiment is 
the result of cooperation between 
the National 
pany, the sponsor, Hallmark Cards 


Broadcasting Com 


of Kansas City, together with Mr 
Evans, the cast, musicians, stage- 
hands and others who waived addi- 
tional fees and rights for these sub- 
sequent school showings. 

The early willingness of the pro- 
duction groups to lift their claims 
has allowed for the first clearance 
of a major “live” television show 
for such free distribution, accord- 
ing to William J. Ganz, president 
of the Institute of Visual Training, 
Ine. who will distribute the film. 
King Richard II. the 


Kighteenth American Exhibition of 


Citing 


Educational Radio and Television 
Programs at Ohio State University 
in April gave the Hallmark t.v. se- 
ries a first award “for the effective 
presentation of one of the great 
pieces of dramatic literature of our 
lime.” 

King Richard II has been di 
vided into three sections of 40 min 
utes each. No fee is required to 
show it in schools beyond the usual 
agreement that borrowers will pa’ 
(film shipping 
charges both ways. These will be 


parcel post rate ) 
negligible, Ganz said, because al- 
though all reservations must be 
made through his New York office 
(40 East 49th Street, N. Y. 17). 
shipments will be made from the 


nearest of 23 centers 


shipping 
across the country. » 


35mm Model $375 


16mm Model $350 
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GOLDEN REEL AWARD OF 
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AUDIO-VISUAL PRODUCTS 


RADIO CORPORATION 
of AMERICA 


SNGINEERING PROOUTTS CAMOEN N.S 


In Canada; RCA VICTOR Company Limited, Montreal 








Now ... for industry, business, and education... 
. here’s powerful, 
new equipment for BiG-SCREEN 16mm showings. 


for indoor and outdoor events. . 


RCA’s Two New Porto-Arc Projectors now 
offer you the ““Thread-Easy”’ film path and RCA 
sound... AND the power of RCA’s new arc lamps. 

The 10-ampere lamp delivers 750 lumens of light 

. gives brilliant pictures on screens up to 12 feet 
wide .. . requires no venting . . . and runs a com- 
plete two-hour show without changeover. 

The 30-ampere lamp delivers 1600 lumens .. . 
projects theatre-quality pictures on screens up to 
18 feet wide. One set of carbons projects a full 
2000-foot reel. 

COMPLETELY NEW DESIGN of the new RCA 
Porto-Are Projectors has taken into account your 
demands for a truly portable are projector. The 
RCA Porto-Are is self-contained in five easy-to- 
handle cases—can be set up or prepared to travel 
in a few minutes. 

CuEeck with your RCA Audio-Visual Dealer 
on the New RCA Porto-Are Projectors ... or 
Mat. Coupon Now. 


Audio-Visual Products, Dept. E25 

Radio Corporation of America, Camden, N. J. 

In Canada: RCA VICTOR Company Limited, Montreal 
Porto-Are Projector. 

— Title Ss 
Organization : 


- 
| 

| 

| 

| - os 

| Please send me information on the new RCA 16mm 
| 

| 

| 

| 

| 

| Address — 
| 

! 


City _Zone— State _ 
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Sponsored Pix Honored at 6th 
Annual Canadian Film Awards 
* Industry-sponsored films stole the 
show at the sixth annual Canadian 
Film Awards recently. 

Imperial Oil Company won the 
“Canadian Film of the Year” award 
for the third time with The Sea- 
sons, produced by Chris Chapman, 
Toronto. Imperial previously won 
this honor with The Loon’s Neck- 
Newfoundland Scene, 
both produced by Crawley Films, 
Limited. 


lace and 


4 Crawley production, Episode 
In Valleydale, sponsored by Mani- 
toba Pool Elevators, won first prize 
in the Industrial Film class. 

Honorable Mentions were  ac- 
corded Polymer Corporation's Poly- 
sar, another Crawley production, 
and Ring-Necked Pheasant, a Wild- 
life Productions’ film for Carling 
Breweries. 

Special Mentions went to 1953 
Grey Cup Final (Davart) produced 
for James Richardson & Sons: Ca- 
nadian Pattern (Associated Screen 
News, Ltd.) produced for Cana- 
dian Pacific Railways; Prelude to 
Kitimat (Lew Parry Film Produc- 
tions) for the Aluminum Company 
of Canada and Brasil (Crawley) 
sponsored by Brazilian Traction 
Light and Power Company. 

The National Film Board of Can- 
ada won first prize for theatrical 
shorts with Farewell Oak Street 
and the Board’s World at Your 
Feet. filmed for the Canadian De- 
partment of Agriculture was judged 
the best government-sponsored film. 

The Canadian Film Awards are 
sponsored by the Canadian Associ- 
ation for Adult Education, the Ca- 
nadian Film Institute and the Can- 
ada Foundation. 

* * * 
Associated Screen News, Ltd. 
to Discontinue Film Rentals 
* Service of the films rental libraries 
in four major cities across Canada 
will be discontinued by AssocrIATED 
Screen News, Lip. This will affect 
operations of the firm’s distribution 
facilities at Montreal, Toronto, Win- 
nipeg and Vancouver. 

A service will continue on free 
sponsored films to self-equipped au- 
diences. The company’s service is 
the only commercially-operated sys- 
tem for the distribution of sponsored 
films on a nation-wide basis. In- 
formation and public relations films 
are handled for leading industrial 
organizations in Canada. 

By this means clubs, schools, 
church and community groups are 
kept informed of films currently 
available for free showing. The 
service includes the mechanics of 
film shipping, return and protection, 
as well as a reporting system 
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COLOR 


you’ve been waiting for .. . 


bold — clear — alive! 
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‘‘LIFE-LIKE COLOR,’’ 


the ultimate in the reproduction of 
color film, is now available to all pro- 
ducers of 16mm motion pictures. 

Now you can have your exposed film 
duplicated with perfect blending and 
balancing of tones. Your release prints 
will have a sensitive living quality . . . 
surpassing anything you have ever seen in clarity. 


This is “Life-Like Color,” the result of fifteen 
years of exhaustive research by the country’s 
outstanding color engineers and technicians. It 
is now available to you exclusively through 
the laboratories of Telefilm Studios. 


With “Life-Like Color,” Telefilm Studios again 
contributes to its primary objective . . . to help 
the 16mm producer make better motion pic- 
tures. Telefilm’s modern facilities and equipment 
for color printing . . . high fidelity sound 
recording (your choice of optical or electronic 
sound printing) ... editing .. . titling . . . 
special effects .. . and the skill and the know 
how of the finest technicians in the industry 
are at your command. 


for complete information, visit Telefilm Studio 
or write for a descriptive brochure 
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6039 HOLLYWOOD BLVD. 
HOLLYWOOD, CALIFORNIA 
Telephone HOllywood 9-7205 a 


hast: 


by Henri Tovlouse-Lautrec, pioneer of commercial color 





‘copy of the famous poster, “La Goulue”’ 
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Sight & Sound 


Te SPONSOR'S MAILBAG is get 
ting a good share of direct mail 


indi 
make i 
fulltime business out of the modern 


free dis 


promotion these days from 


viduals who are 


trying to 


miracle of sustaining tv 
tribution. 

Now it's perfectly true that pub 
lic-spirited sponsors with genuinel 
films had their 
welcomed by the 


interesting have 


wares many ol 


nation s television 


stations who 


play these pictures on a free, sus 


the 


advertisers 


taining basis when 


time and 


absene ¢ of sponsoring 
permits. These stations have found 
it helpful to work with some of the 
established sponsors and their re 
ognized l6mm distribution com 
panies. While the resulting audience 
figures are pretty 


can be safely 


intangible, they 
assumed to be fairly 
large. 

But sustaining tv is not a medium 
anybody sell, As a 
produc tion 
the use of these films is a credit to 
both 
sales 


can honestly 


bonus for intelligent 


stations and sponsors. As a 
definite 


coverage Is ol- 


package in whic h 


audien ° size and 


ZOOM DIRECTOR'S FINDER for 
Témm ond 35mm... . lémm 
zooms from I3mm te 75mm 
35mm treoms from 25mm te 

$15.50 


lered as “regularly scheduled en 
stated the 
offering is little more than a racket 
the 
valuable segment of the sponsored 
film 
in tavor 
outlet. 
Hundreds of 


jector equipped 


ravements at a price 


qually important most 


audience must not be ignored 


of this easy-come, eas 
thousands of pro 
a hools, clubs. 
lactory 
little more 
but the 
and growth of these selective and 
well-established 
brought their 
below five 
still worth 


churches 
take i 


to reach 


may 
effort 


groups, elc.. 
time and 


amazing 


has 
u ell 


cents a head and that is 


audiences 


cost per viewer 
than 
film to an 


many times more 


i mass showing of any 
unaccountable via tv. 
We continue to believe that se 
lected both 
young people reac hed in these self 
equipped l6omm the 


bedro« k of the filn 
medium 4 


audience 


groups of adults and 
audiences is 


sponsored 


box Car Figures Aren't Needed 
to Prove Value of Good Film 

*% It was estimated last month that 
United Aircraft feature 
length documentary film, We Saw I/t 
Happen, which depicts 50 years of 


Corp.'s 


powered flight, had been seen by 


more persons than any other motion 


of dolly shots, etc 
special effects 


and zooms from 28mm to 150mm for 


WATSON Director's type finder, 
pocket size, with mattes from 
30mm te 100mm fer 35mm 
cameras Alse for lémm 
cameras. $35 


FRANK 


a GAmeRn Sell 
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Aor ord 
ing to a press release received, the 
film had been seen by 


picture in television history. 


“a minimum 
of 70 million persons.” 
went on to say that 276 stations had 
played the film, some of them more 
than once. 

Let’s 
moment, 


AGE’S 


based on station estimates 


these for a 
According to TELEVISION 
latest 


review figures 


station and set count, 
and you 
can bet they’re on the optimistic sick 

there were 365 stations on the air 
1954 and they 
28,481,000 sets. 

Thus, even if all television stations 
on the air had played the film (86 


more than the 276 which did play 


in February reached 


it), every single set must have been 
We 
It Happen was being pro- 


turned on at exactly the time 
Sau 


grammed, and 2% persons were 
looking in, which is preposterous on 


the face of it. 
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Z00M Finder for Auricon Cine 
Voice . . . rooms from 15mm 
to 12”. $60 
Available for Filme and Eyemo 


$39.50 


ipmem (CO. 


B I 


The release 


ZOOM Finder 
Special . . 
to 150mm, with parallax ad- 
justment. 
Template supplied for movunt- 
ing Finder on magazine. 
ditional brackets for magazines 
available at $7.50 per set. 


hMAdai, 
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Even the big Rodgers & Hammer- 
stein show played by six out of seven 
New York stations on a Sunday night 
only reached 63.4% of the sets in the 
New York area, according to Trend- 
ex figures. 

Yet we are expected to believe 
that a documentary film, scheduled 
only in time otherwise unsold, i.e. 
certainly not the best time available 
has reached almost one out of every 
two men, women and day-old chil- 
dren in the United States. 

Before dashing into print with 
such blue-sky figures, it might be 
wise for film distributors to re-exam- 
ine their statistics and that 
with 


realize 
station estimates must be taken 
more than a few grains of salt. 
that if We 
Saw It Happen played 759% of the 


It is suggested here 
stations on the air and a potential of 
about 22 million sets, that would be 
a respec table figure well worth boast- 
ing about. And if the firm brought 
an average rating of 10% of the sets 
could be 


called a phenomenal response 


in each area tuned in, it 


Thus, 2.2 million sets reached. at 
or 4 viewers per set, and we might 
estimate a maximum of 8.800.000 
from the 
70,000,000 minimum claimed. Let 
the put away thei: 


cloudy crystal balls! 9 


viewers reached, a far cry 


distributors 


MOTIVEFINDER | 


—like a “right arm” for the creative MP and TV Director 


TEWE MOTIVEFINDER is a wizard that solves scores of set problems 
Zoom-type Finder reveals the most suitable focal length, the proper camera position, the effects 


This Director's 


It is invaluable to a creative Director who likes to plan optical tricks and 
Combination Finder zooms from 25mm to 135mm for 35mm Motion Picture 
Complete with leather carrying case and neck band. 


Only $75 


~ 
WI etter 
eee 


for Cine Kodak 
+ zooms from 15mm 
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$75 
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PACE 


A motion picture may have every other quality that makes for success- Sound Masters gives careful attention to maintaining the right pace 
for a picture, in accordance with its structure and purpose. Oscars, 


awards of merit and the expressed appreciation of sponsors indicate 
hold pace, it can become tragically dull and unconvincing. our success. 





ful presentation, and yet if in its development it fails to establish and 














MOTION PICTURES 
SLIDE FILMS 


SOUND MASTERS, INC. | 2": 


ESTABLISHED 1937 165 WEST 46TH STREET, NEW YORK 36, N.Y. PLAZA 7°6600 
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I7T3 SMARTLY STYLED 
fas EFASY AS £°2°2 TO OPERATE 





\ It’s an open-and-shut case —the new Victor is 
efficient and beautiful. Fashioned in Forest Green plastic 
fabric, trimmed with satin chrome. When you 


use your beautiful new Victor, it gives you a life. 


Superb Sound and Picture Quality — Always! 
aaa 


Kasiest 3-spot 
threading... 

OVER SOUND DRUM 
THROUGH FILM GATE 

ON TO SINGLE SPROCKET 


3 models — one for every 


audience and budget. & 
} CLASSMATE 4 . 

for small audiences 

ASSEMBLY 10 


for medium-sized audiences Kasiest {o operate 


SOVEREIGN 25 
' , h ; ’ (with finger-tip control 
or are aHdicnces 

ee panel, softly Iluminated) 


START MOTOR 
TURN ON LAMP 
ADJUST SOUND VOLUME 


Here’s the newest in lGmm sound 
projector engineering 
At ew og PURIMATIC ou SYSTEM 5 [aie SAPPHIRE-TIPPED PAWLS 


Reservoir trolled tubs For indefinite durability 


45 su AIR-CONDITIONED LAMP : rf i AIR-CONDITIONED FILM 


ENCLOSURE 20% cooler. For longer lamp life GATE 17% cooler for longer film life 


. , - , 
. a £ as HI-LITE OPTICAL SYSTEM ‘ a £. as FLAT FIELD LENS — For 
the-« 


46% more light on screen with Mark Il Shutter Outstanding sharp-t 


ie aie COMPENSATING FilLM 


SHOES OF STAINLESS STEEL — Automatically 


sdjust to varying film thicknesses and splices 


Ss 


Kasiest on your 
films -- 3-Spot 
Safety Film Trips 
AT SPROCKET 

AT UPPER LOOP 

AT LOWER LOOP 


wner picture clarity 


ANOTHER OF A SERIES OF GREAT PROJECTS FROM VICTOR 
SEND FOR FREE FOLDER TODAY! 


BE svsresconccvesonsonsssscsssssecsssssseen 


National Audio-Visual Convention 
Features 9.h Annual Trade Show 
* A close look at the latest in 1954 
lines of materials and equipment will 
be afforded dealers and business A-V 
specialists attending the 1954 Na- 
tional Audio-Visual Convention and 
Trade Show to be held August 1-4 
at the Conrad Hilton Hotel in Chi- 
cago. 

The ninth annual Trade Show is 
designed as the main event, say 
NAVA officials. More than 125 dis- 
plays of new and standard audio- 
visual materials and equipment will 
be featured as the numerous booths 
turn the hotel’s exhibit hall into an 
“idea bazaar.” 

Predict Larger Attendance 

An estimated 2,900 people visited 
last year’s convention. Even larger 
attendance is predicted for this year. 
Those attending the meeting include 
audio-visual dealers and salesmen, 
audio-visual specialists from indus- 
trial, educational, religious and gov- 
ernmental fields, and film librarians. 
The show will open at 12 o'clock 
noon, August 1 and close at 1 p.m., 
August 4. 

Separate conventions and meet- 
ings of six national organizations 
participating this year include the 
Industrial Audio-Visual Association 
(IAVA). the Educational Film Li- 
brary Association (EFLA), the 
Catholic Audio-Visual Educators 
(CAVE), the Association of Chief 
State School Audio-Visual Officers, 
the Audio-Visual Conference of 
Medical and Allied Sciences, and 
the National Audio-Visual Associa- 
tion (NAVA). Annual dealer sales 
meetings of more than 25 audio- 
visual equipment manufacturers and 
materials producers also will be held. 

First Convention in 1946 

The National Audio-Visual Con- 
vention began in 1946 as a trade 
convention of audio-visual dealers, 
equipment manufacturers and mate- 
rials producers. With the addition 
of separate concurrent meetings of 
other national organizations, the 
convention has become a major as- 
semblage in the audio-visual field. 

The National Audio-Visual Asso- 
ciation is a trade association of some 
150 dealers and 150 manufacturers 
of audio-visual equipment and pro- 
ducers and distributors of 16mm 
films, slidefilms and other materials 


% ” * 


Seltzer Does a Guest Lecture 

* Leo Seltzer. head of Leo Seltzer 
Productions. New York. and former 
Academy Award winner for his di- 
rection of the documentary film. 
First Steps, was a guest lecturer last 
month at the New School of Social 


Resear« h. 
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THIS IS A SPROCKET. It is a piece of precision machining 
done in the shops at Consolidated Film Industries. Part of 
a new type of color printer that provides the right printing 
light hue and intensity for each scene. Another example 


of advanced engineering from Consolidated. 


The Nation's Foremost Laboratory Service 


| CONSOLIDATED FILM INDUSTRIES 


959 Seward Street, Hollywood 38, California + HOllywood 91441 
1740 Broadway, New York 19, New York + JUdson 61700 
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Dr. Brodshauvg Named Dean of 
Boston U. Communications Schoel 
* Dr. Metvin Bropsuauc of Wil- 
mette, Ill, has been appointed dean 
of the School of Public Relations 
and Communications, Boston Uni- 
versity, by the trustees, university 
president Harold C. Case announced 
recently. 

Organized in 1947, this school 
comprises four major divisions and 
several departments. The division 
of public relations offers a com- 
prehensive program leading to a 
degree. The division of journalism 
includes a department of photo- 
journalism. 

The division of communications 
includes departments of radio, tele- 
vision and motion pictures. The 
division of opinion research is pri- 
marily a research unit. The cur- 
rent enrollment is about 700 full- 
time students. There are more than 
30 instructional staff members. 

Dr. Brodshaug is a former vice- 
president and member of the board 
of Encyclopaedia Britannica Films, 
Wilmette, Ill. In 1930 he joined 
Erpi Classroom Films, a subsidiary 
of the Western Electric Company. 
When Erpi established a close work- 
ing relationship with the University 
of Chicago, Dr. Brodshaug repre- 
sented Erpi in a film development 
program. 

The dean has practical experience 
in market research, public opinion 
polling, market analysis, product 
evaluation, and public relations. 
He shares a wide acquaintance in 
the non-theatrical motion picture 


T T - field and in audio-visual education. 
MOTION PICTURE 
| ; Available Soon 
Employed at present time in 
2 ; ; ' 
charge of motion picture pro- 
Wi bad : duction for leading oil com- 


pany. 18 years experience in 








yroduction, script, direction, 
THE VU-LYTE Opaque Projector is so easy to use. Simply insert the original copy, flick the switch. I I 


And there on the screen is a perfect reproduction of the original... in true colors... motion picture photography, 
every word, every letter clear and sharp 


editing, scoring and record- 
THE VU-LYTE projects anything pictures, books, maps, solid objects, diagrams, ing of industrial. sales train- 
magazine clippings, homework papers : " ti Lt j 
. S € Cé oné é 5 anc 
THE VU-LYTE projects the facts so they're remembered! VU-LYTE gets your ideas across—fast!l ing < tees =n ’ — o- 
VU-LYTE gives expression to your full Teaching potential theatrica! motion pictures. 


THE VU-LYTE Price: Model 3001, $235 00 Highly experienced in low 


budget productions for indus- 
FREE DEMONSTRATION try. Will be available in near 
future. Desire change to bet- 
If you are interested in quicker better teaching methods, one bitin b 
write for a Free Demonstration, to be given at your ter position. My employer has 
convenience. No cost, no obligation 


been notified of this adver- 
tisement. 
. > Please address all inquiries to: 
Educational Div. Dept.B-5 «© CHARLES CGeacler COMPANY 60 Badger Ave., Newark 8, Nv. J. ets a a am 
ox 54- 
BUSINESS SCREEN 
7064 Sheridan Rd. « Chicago 26 





BUSINESS SCREEN MAGAZINE 








i A 
‘T* 7 i} ‘ \! 
Pa ES. 
oO ens 


Accident Prevention It's AnOrder Stop The Fire Thief An Ounce of Safety Re 


It's Your Neck You're Risking Take Time To Live 


« 


Pick Your Safety Target 


Now You're Talking RingTheBell  ButterfliesIn YourStomach Cause For Af : a 


Freight Handling Safety Anything Can Happen 


Teamwork For Safety People Are All Alike Teachi 


15 Minutes ToGo My Eye Deal 


Woven With Safety Sawmill Safe 


The Fire Thief Production With 


No Time for Goofers Womené&Nh 


No Use Skidding In Case of Fi 


Pilots of the Highway 
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SARRA, Inc. are pioneers in Visual Aids 
... producers of outstanding award- 
winning safety films for 15 years 
for industry, government, public safety 
organizations. Creative skill and long 
safety experience combine to deliver 
the full impact of a safety message 
in audio-visual terms of the average 
individual's everyday life. 

This expert know-how, applied 
to your next safety film, can tell your 
story for maximum lasting effect. Your 


aolartiiielilels me Mma alia: B 


What's Your Safety I.Q. 


Job 


ive Py 
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SPECIALISTS IN VISUAL SELLING 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


MOTION PICTURES «+ 


SOUND SLIDE FILMS 
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Even though opportunists may be 
raising their price structure in 
keeping with the demands of the motion 
picture I'V industry, we are holding the line 
Because of our abstinence from 
competitive | roduction, and our long experience 
we are able to satisfy the most discriminating 
producers utilizing the varied facilities of our art, animation 
ind optical departments, to make 


your current production the best to dat: 


clneffects inc. 


115 W. 45 ST., NEW YORK, N. Y. 


$45,000 Budget Provides Films 
to Recruit Medical Technicians 
* Two motion pictures will call 
young Americans to lives in medi- 
cal research as the result of recent 
grants to the National Committee 
for Careers in Medical Technology. 
This organization is sponsored by 
the American Society of Medical 
Technologists. the American Society 
of Clinical Pathologists, and the 
College of American Pathologists 
4 $30,000 grant from the Amer- 
ican Cancer Society will pay for 
the produc tion of the films. A grant 
of $15.000 from the United States 
Public Health Service’s National 
Cancer Institute will make it pos 
sible to purchase prints of the films 
for use by schools, educational 
uidance groups, and rural audi 


ences, 


Two Pictures Are Planned 


4 20-minute color movie for class 
rooms and group meetings and a 
15-minute black and white film for 
television will be produced. Both 
will dramatize the training and 
work of the medical technologist on 
whom clinical pathologists rely for 
assistance in performing tests on 
body fluids and tissues. 

The premiere of the color film 
will be held in Washington, D.( 
in September at the first American 
meeting of the International Society 
of Clinical Pathology 


Lives Can Be Safeguarded 


Presenting the American Cancer 
Society award, Dr. Charles A. 
Cameron, medical and scientific di- 
rector, said, “The lives of thou- 
sands of men, women and children 
would be more effectively safe 
guarded, if there were more clin 
ical pathologists and medical tech 
nologists to make the necessary 
laboratory analyses, in the search 
for early cancer that so often means 
the difference between life and 
death. 

Dr. William O. Russell, chair 
man of the Committee, said that 
there are nearly 20,000 medical 
technologists registered with the 
American Society of Clinical Pa- 
thologists but that it is estimated 
that a total of 70.000 could be used 
in all phases of medical and scien 
tific work 


Cites Growth of the Field 


Another Committee member, Miss 
Ruth Hovde, said the need for tech 
nologists stems from the growing 
number of general hospitals, public 
health laboratories, clinical labora 
tories, and research activities in in 
dustry. universities and other insti 
tutions. 

Churchill-Wexler of Los Angeles 


will produce the films 


Pictures Careers in Nursing 
* Spearheading a current cam- 
paign for more nurses is a 20- 
minute black and white film, 
When You Choose Nursing. The 
film, produced by Willard Pic- 
tures, was donated to the League 
for Nursing by Lederle Labora- 
tories. The film emphasizes the 
professional status of the nurse 
and illustrates opportunities in 
pediatrics, teaching, industry and 


public health. 


Continental Can Shareholders 

See Annual Meeting on TV 

* ABC television cameras attended 
the annual stockholders meeting of 
Continental Can Company last 
month with representatives of the 
companys approximately 30,000 
stockholders, making the first time 
that any corporate annual meeting 
will be televised on a national basis. 

The Continental Can Company’s 
annual meeting was photographed 
in its entirety by ABC-TV for a 
subsequent filmed presentation by 
John Daly during one of his Thurs- 
day night Open Hearing telecasts 
which are designed to present sig- 
nificant issues and background on 
vital current topics. The Continental 
Can coverage will become a report 
on “How Democracy Works in 
American Industry.” 

During the annual meeting Gen. 
Lucius D. Clay, Chairman of the 
Board of Continental Can Com- 
pany, made public his company’s 
first quarter earnings report and, 
together with Hans A. 
president, and Thomas C. Fogarty, 


E-ggerss, 


vice president in charge of the 
Metal Division, answered questions 
from the assembled stockholders. 

« * * 
Premiere of ‘The Builders’’ 
Held for Press May 20 in N.Y. 
* A press premiere showing of The 
Builders, a new color motion pi 
ture sponsored by the Wire Rein 
forcement Institute, Inc. will be 
held May 20 at 4 o'clock at the 
Johnny Victor Theatre. RCA Exhi 
bition Hall, 40th West 49th Street, 
New York City. 

The Builders, a 30-minute sound 
film with a professional cast tells 
the story of modern building and 
construction—from farm to sky 
scraper and superhighway. 

It is aimed at general audiences 

* . * 
Boston Film incompletely Titled 
® The complete title of a new 
Martin Bovey Films production 
reviewed in the No. II Issue of 
Business Screen, is: Boston: City of 
Yesterday and Tomorrow. The word 


Boston was omitted 
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What a difference skill makes! 


Columbia’s slide film records are made with a skill that just Columbia works hand in hand with slide film producers 
can’t be matched. everywhere, offering the fastest and most complete service in 
Columbia’s skill—in everything from creative ideas to the the business. 

final pressing of the record—makes it a whale of a lot easier Call any member of Columbia’s new sales team for facts on 
for you as a slide film producer to sell your product. our new slide film “package’’ rates. 


COLUMBIA TRANSCRIPTIONS 4 Division of Columbia Records Inc., originator of the modern long playtng record 


NEW YORK.--799 Seventh Avenue, CI 5-7300 CHICAGO.—410 North Michigan Avenue, HOLLYWOOD. 8723 Alden Drive, 
Gil McKean, Director. Al Shulman, Nat’l. Sales Mgr. WHitehall 4-6000. Jerry Ellis, Manager CRestview 6-1034. Al Wheeler, Manage: 


Cotumble”’ Reg. TM. U. 8, Pat. Off. Marca Registre 
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Anyone Can Distribute 


Sponsored 


YV es, anyone can distribute sponsored films! All you need is a small 
office, some paper and basic supplies, the simplest kind of rewind 
and splicer (some programs have been known to operate without 
the last). 


But suppose you want your distribution to be the best in every 
way—to match the quality of your products and the reputation of 
your company. 


Suppose your distribution objectives included such important 
things as reaching only the audiences that benefit you most; keep- 
ing your prints always in tip-top condition; making the most of the 
available print supply; obtaining complete and accurate manage 
ment reports; and, doing the most effective, most efficient job of 
sponsored film distribution that could be done 


In that case we think you would want your distribution to be 
the same as Modern distribution—and so you would need: 


Audience Knowledge ® You would want to know where the 
thousands of audiences for 16mm films are located, who is in charge 
of film programming, what the interests of those audiences are 
You would have to do constant research to locate the thousands of 


new audiences that are added each yeas 


Addressing Facilities © Once collected, your audience know- 
ledge would have to be recorded on addressograph or similar plates 
so that you would have the facility for using this information. And 
you would have to have the capacity to expand this file by 15 or 20 
thousand audiences each year to keep up with the growing market 
for your films. 


Promotion Knowledge ® You would have to know the best 
times of the year to promote the use of your films and how to 
design and write your promotion to appeal to the people you want 
to have see your film. If you were big enough (as Modern is) you 


could have a full time staff working on advertising and promotion 
alone 


Audience Confidence ® This is a tougher thing—an intang 


ible—that you might have to build up over many years. It results 
when your audiences have actually learned by experience that 
you are a reliable and convenient supplier of sponsored films. In 
many school systems, to gain this, you might have to make personal 
visits to supervisors and administrators and you will always have 
to work cooperatively with all educators and all audiences. 


Film Exchanges © For audience convenience and to make the 


most efficient use of your print inventory, you would need a de- 


PICTURE 
a- si lel = 


Films! 


centralized network of film exchanges. These exchanges would have 
to be strategically located in major cities and should be placed at 
addresses in those cities that are easily accessible. A good store-front 
premise would be a definite plus value for you. We have found that 
28 such exchanges constitute the most efficient network. 


Personnel © To staff your 28 exchanges you would need cap- 


able people specially trained in the problems of sponsored film 
distribution. These people would truly have to be specialists because 
you would learn that the job of distribution of sponsored films 
cannot successfully be mixed with the jobs of distributing rental 
films or equipment or any other job. 


Equipment ® To give your people the right tools to work with, 
you'd need the best of office equipment and you would find (as 
we have) that special items like electric typewriters would increase 
their efficiency. Your films, if they are to be kept in the best 
possible condition, demand professional film room equipment which, 
of course, would include electronic film inspection machines. This 
equipment would be a good investment because you would protect 
the money you have spent for prints. 


Management Reports © If you want to keep management fully 


informed about the results of your distribution effort, you would 
want the facility that is only provided by IBM key punch and 
tabulating machines. They will enable you to prepare regular re- 
ports of results by state, type of audience, marketing areas, and 
other vital information. 


Administration © To effectively manage all of these activities 
and plan for future growth and development you would require 
capable administrators who have had many years of experience in 
sponsored film distribution and who can devote every minute of 
their time to your objectives. 


This isn’t all but it will give you some idea of what is involved 
in this business of distribution of sponsored films IF you expect your 
distribution to be the best in every way. You can readily see that 
this is a full-time job for a lot of people. 


The point is this . . . Modern has this know-how, these 


facilities, and capable personnel NOW. And Modern has the ex- 
perience—23 years of it—devoted exclusively to the distribution 
objectives of 150 major sponsors of public relations films. 


Why be satisfied with less than the best, when the best costs 


no more... and often costs less! Phone or write any of the offices 
listed below. 


NEW YORK: 45 Rockefeller Plaza ° JUdson 6-3830 
PHILADELPHIA: 243 South Broad Street © Kingsley 5-2500 
CHICAGO: 1/40 East Ontario Street © DElaware 7-3252 
LOS ANGELES: 612 South Flower Street © MAdison 9-212! 
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Murphy 


Productions, Inc 


Ww 


DISTINGUISHED 
MOTION PICTURE 
PRODUCTION 
FOR 
INDUSTRY 
AND 


TELEVISION 


723 SEVENTH AVENUE © NEW YORK 19, N. Y. «© PLAZA 7-8144 
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The Finest in Slidefilm Equipment By... 


ILLUS TRAVO 


Outstanding Contemporary Styling 
@ INCREASED ILLUMINATION ® HIGH QUALITY SOUND 
® LICHT IN WEIGHT 


e RUGGED, QUIET FILM 
ADVANCE 


® COATED LENS 


@¢ PUSH-IN THREADING 


EXPERIENCE IS IMPORTANT: 


Iustravox produced the industry’s first sound slide- 
film machine twenty-one years ago. Many thousands 


have been produced since then. 
This experience coupled with advances in electronics 
and optics has resulted in an outstanding new design. 


Automatic and manual models are now in full pro- 
duction. 


Check the Ilustravox advantages — Write for full in- 


formation. 





ILLUSTRAVOX DIVISION 
Ekectro wyinecring bs Wig. ©. 


EXCLUSIVE MAGNAVOX LICENSEE 


627 WEST ALEXANDRINE + DETROIT 1, MICHIGAN 





National Visual Sales Presentation Award 
Goes to Wolff Studios for "This Is Progress" 


WINNERS OF SECOND ANNUAL COMPETITION ANNOUNCED 


*® Films produced for two automo- 
bile manufacturers and a_ public 
utility company won honors at the 
second Annual Awards for Visual 
Sales Presentations sponsored by the 
National Visual Presentation Asso- 
ciation, Inc. and the Sales Execu- 


tives’ Club “of New York in April. 
This Is Progress, produced by 


| Raphael G. Wolff Studios for Gen- 


eral Motors Corporation won top 
honors. 

Out of the Darkness, produced by 
The March of Time for the General 
Electric Company won the second 
place award, and The Studebaker 
Story, produced by Screen Gems, 


| Inc., for the Studebaker Corp. was 


third. 


Brunauer Makes Presentation 


Walter E. Brunauer, president of 
the National Visual Presentation As 
sociation, presented the awards. 

This Is 


film, was premiered as an enter- 


Progress, a 3-D color 


tainment highlight at the opening of 
GM’s Motorama in New York. It 


features the XP-21 Firebird, exper- 


imental gas turbine-powered motor 


car. 

Out of the Darkness is used by 
General Electric to sell good street 
lighting, telling the job it does pre- 


| venting crime and accidents. 


The Studebaker Story, a drama- 


tized history of the Studebaker Cor- 


poration, was used to help celebrate 


the corporation’s 101st year. 


Slidefilms Share Honors 


In the slide and slidefilm classi- 


| fication awards went to the Reardon 


Co. for The Dramex Story, a slide- 
film on water paint, and to Metro- 
politan Sunday Newspapers and the 
Kidder Peabody Co. for special vis- 
ual presentations. 

First place in combined presenta- 
tions was won by General Electric 


x« *« * 


Luncheon ceremony at 
N.Y. Sales Executives’ 
Club saw Dicran Nahigian 
(center) receive first 
award on behalf of R. G. 


Wolff Studios with 


| John Dostal. RCA Victor 


Division executive (left) 
and association president 
Walter E. Brunauer 


(right) looking on. 


for a sales kit on “Tri-Clad Motors.” 
It combined a motion picture, flip 
charts, cutaway motor models and 
scientific devices demonstrating var- 
ious product qualities. 

Nearly 600 people attended the 
luncheon ceremonies at Manhattan’s 


Hotel Roosevelt. ae 


26 Million Germans Meet U. S. 
Via Information Agency Films 

* An estimated total audience of 
26,273,828 persons viewed United 
States Information Agency films 
shown at 295,000 nontheatrical per- 
formances in the Federal Republic 
of Germany during 1953. 

This meant an attendance of al- 
most 72,000 daily, according to 
figures tabulated by the Film Divi- 
sion of the Office of Public Affairs. 

The 26 
watched these films in schools, pub- 


million Germans who 
lic centers and social meetings be- 
came acquainted with the real char- 
acter of America, the agency opines. 

“It’s like meeting President Eis- 
enhower personally,” one Berliner 
is quoted as saying after he had 
seen the USIA film, The Life of 
President Eisenhower. 

Some 50 thousand copies of other 
documentaries Germans an- 
swers to such puzzles as: What are 
Americans really like? Is jazz the 
only American How do 
Americans solve their community, 
recreational, juvenile delinquency, 
public health and housing prob- 
lems? How are government officials 
elected ? 

Over 100 USIA film shorts proj- 
ect the “free role that the Republic 
of Germany can play in its rela- 
tionship with her sister democracies 
of Western Europe.” Typical of 
these films are The Changing Face 
of Europe and its anti-communist 
companion, Without Fear. a 


gave 
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Yorry Fairbanks 
akes Great 





W. O'NEIL § 
PRESIDEN 

GENERAL TIRE 

& RUBBER CO. 


Bees 





‘“‘WHY TAKE A CHANCE,” made for General Tire & Rubber Co., is another powerful 
sales film from the experienced Jerry Fairbanks Productions. General Tire has ordered 
over 1,000 prints for point-of-sales showings and finds that 3.6 PERSONS OUT OF 
EVERY 10 WHO VIEW THIS FILM BUY GENERAL PRODUCTS. Films with an 
IMPACT and low cost per viewer are available to you, too, at the Academy Award- 
winning Jerry Fairbanks Productions, creators of the patented MultiCam System of 
simultaneous photography and sound recording, owners of the finest sound and film 
libraries in Hollywood, the newest and best in equipment, their own studios and camera 
plane. WHY TAKE A CHANCE on anyone less qualified than 


OF CALIFORNIA 


6052 SUNSET BOULEVARD + TEL. HO.itrvwooo 2-1101 
HOLLYWOOD 286, CALIFORNIA 


520 NO. MICHIGAN AVE. + TEL, WHirrenar 4-0196 
CHICAGO, ILLINOIS 


THEATRICAL, COMMERCIAL AND TELEVISION MOTION PICTURES 


i ae 


Bi 





ver 40 Million People Will Learn About 





As the result of a highly successful adver- "Leather In Your Life" will be seen by over 


tising campaign carried out by Leather In- me ; , ; 
8 pare ) 40 million people in the coming year. This 

dustries of America a new, more appreciative mee : 

effective film was conceived and produced by 


Dynamic Films, Incorporated .. . another 


example of how creative thinking adds an 


attitude toward leather is being created. 


An integral part of this campaign is an exciting 
new 25 minute film, photographed in 35mm color 


and presenting a dynamic new concept in indus- all important 4th dimension to the success- 


trial promotional films. ful sponsored motion picture. 


Please send me: 
[] @ 16 page illustrated booklet on the 
motion picture “‘Leather In Your Life” 
[ J a — color print of “Leather In Your e e ° 
Life’ for screening purposes 
C) A new 16 page illustrated booklet on dyna m ic fi m &y I nc. 
Dynamic Films, Inc. . . . 
112 WEST 89th STREET + NEW YORK 24, N. Y. 


Name 
Organization TRafalger 3-6221 

Address Te ryvy : me 
City & State Creative Thinking on Film 
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new | FOLLOW FOCUS ATTACHMENT for Mitchell Cameras 
one hAnNdC control of both Picture Framing and Lens Focusing 





Read what cameraman Michael 
Slifka says about the new Follow < 2 
Focus Attachment — only mech- Dees Me. MeGeiias 

i i Sess SS. "bees. masec! and mesa7. aah Aatea 
anism designed for Mitchell aaetes 1m Tavsiss sos- . . 
sei ta ne pr 2 the We are shooting with parallax follow focus 

nder directly to the lens.... Unit No. 3. Most of the work is play-backs in interiors 

: and exteriors, and this new parallax with an NC camera is 
paying off in many ways. Production hours are saved 
because of the rapidity of movement with the light-weight 
NC, yet there is no fuss or bother when lining up dolly 
shots. Of particular note is the simplicity and speed 
with which the lens gear is locked and disengaged to 
rotate lenses. In rapid dolly shots, while zooming away 
from an insert, with this NC follow focus unit for the 
first time we have the proper gear speed ratio with a 
simple turn of the hand. The follow focus control knob, 
with its plastic footage dial on which lens footage cali- 
brations can be transferred, is very conveniently located 
where it can be seen and controlled from any position when 
following focus on dollies. The dovetail adaptor is an 
excellent idea as it makes reloading a pleasure but still 
keeps the finder attached to the camera. The simple design 
of the unit for mounting and the can roller releasing knob 
is first class in that it in no way hampers or interferes 
with camera operation. 





Wi thout 


Michael Slifka, member of International Sinoorelis 


Sa 
Photographers of the Motion Picture Indus- 


. ° . S45 Weet iAVthm Street 
try, Local 644, shown with his Follow Focus New York 21, N- 


equipped Mitchell 35mm NC Camera. 


ee es eee 
Mieheel S1Litfke 


The Follow Focus Attachment shown 
assembled here is easily installed and readily 
removed. Follow focusing control is quickly 
and smoothly accomplished through the use of 
the single follow focus control knob 

This long-awaited Follow Focus Attachment 
permits NC, Standard and 16mm Mitchell 
Cameras to be used for action shots moving 
toward or away from the camera, It assures full 
control of picture framing and lens focusing — 
particularly at close, critical ranges. Light 
weight, the Attachment does not interfere with 
the use of any standard accessories and is sup- 
plied complete with bracket for mounting the 
matte box. Two models are available: 1, for use 
with the 16mm Professional, and 2, for use with 
the 35mm Sound Model (NC) and Standard 
Cameras. Write today for complete literature 
and prices 


Nitehell Camera CORPORATION 


666 West Harvard Street © Glendale 4, Calif. © Cable Address: ‘’MITCAMCO 
ae? 
ec 
ote 85% of the professional motion pictures shown throughout the world are filmed with a Mitchell 
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CAMART PRODUCTS 


| *& CAMART TRIPOD 


*& CAMART TY MIKE BOOM 


Rear handle for directional mike 
control. Sturdy 13° extension arm 
Entire unit folds to fit in your car 


*%& OPTICAL FX UNIT ond PRISMS 


For témm, 35mm, and TV cam 
eras. Will reproduce multiple 
images in rotation. Excellent 
for TV, animation, of film 
commercials. 


Lightweight friction head 
tripod for semi-professional 
16-35mm cameras. Smooth 
well-belenced pen and tilt 
action, Rigid leg locks 











& CAMART 
BABY DOLLY 


wh CAMART BLIMP for ARRIFLEX 35mm CAMERA 


Geared follow focus control 
Reflex viewing through the 
blimp eliminates parallax 
problem. 110 volt 60 
cycle single phase syne 
motor, Geared footage 
counter, Accepts cam 

eva with 400 magatines 


White for Details 


SALES 


THE 


MOTION 


184 BROADWAY 
NEW YORK 2 N.Y 


CAMERA SCMART 


PICTURE AND TV PRODUCTION 


New advanced glide steering. Plat- 
form for assistant and accessories. 
Adjustable swivel seat. Rigid clamps 
for tripod legs. For tripod, baby 
tripod, and hi-hats. Size 35 «2 4 


inches, it comes epert. 


*& CAMART CAMERA DOLLY 


Professional motion picture or TV camera dolly. 
Two seats for operator and assistant. Geared litt 
for smooth operation of boom arm from 26” to 
seven feet, 30° width wil go through standard 
door, Weight 360 pounds. Easily transported. 





INC. 


EQUIPMENT 


Phone: Circle 6-0930 
Cable Address CAMERAMART 





| Oklahoma 





Six Sponsored Motion Pictures Win Awards 
at Fifth Annual Stamford Film Festival 


650 ATTEND SCREENING EVENTS WITH EMPHASIS ON YOUTH 


* Six motion 
pictures won awards at the Fifth 
Annual Film Festival presented in 
April by the Stamford Film Coun- 
cil, Stamford, Conn. The winning 
business films emerged from a main 
current of classroom film entries. 


business-sponsored 


winners of 
first awards were: Man With a 
Thousand Hands, sponsored by the 
International Harvester Company, 
produced by a unit of Associated 
Screen News, Ltd. of Canada with 
the assistance of Pat Dowling Pic- 
tures, and entered by Charles A. 
Palmer, its creative director; A Is 
for Atom, produced by John Suth- 
erland Productions, Inc., and en- 


Business-sponsored 


tered by its sponsor, the General 
Electric Company. 

Electric scored again 
with Out of the Darkness, produced 
by The March of Time, which won 
an award of merit. Two entries by 
Frederick K. Rockett Co. also won 
merit awards. They were The 
Talking Car, sponsored by the AAA 
Foundation for Traffic Safety, and 
and Its Natural Re- 
SOUTCES, sponsored by Sinclair Re- 
fining Company. An award of merit 
was won by Leather In Your Life, 
sponsored by Leather Industries of 
America and entered by its pro- 
ducer, Dynamic Films, Inc 


General 


This year’s Festival was Stam- 
ford’s largest, attracting about 650 
visitors. A strong trend in the di- 
rection of educational films was in- 
dicated by the preponderance of 
awards to educational film sources. 

The emphasis on youth and the 
family approach was typified by a 
new category of entertainment films 
produced specifically for children. 
One hundred, fifty students from 
the fourth and fifth grades of 
Stamford’s schools were invited. 
Accompanied by adults, the chil- 
dren were restricted to their own 


International Harvester 
Documentary Honored 
as ‘Man With a 
Thousand Hands" 
aramatic« tory of 
Kitimat construction 
project wins audience 
approval at 5th 
Annual Stamford 
Film Festival 
described above. 


section. They were given special 
ballots and reported back to their 
classmates on the films. The Coun- 
cil credited this innovation as an 
“important factor in the success of 
this year’s event.” 

A section on child care and fam- 
ily living proved so popular that 
the Stamford staff divided it into 
two sections, shuttling films from 
one audience to the other. 

The Festival is the chief project 
of the Council. Aiding the film 
work of the public library is one of 
its goals. The library already has 
acquired four of the films shown 
and reports a step-up in its film 
service activity. 

Other Stamford winners includ- 
ed: 

Shyness, Stars In Stripes (first 
Frustrating Fours and 
Fascinating Fives, Meeting the 
Needs of Adolescents, Social Sex 
Attitudes of Adolescents 
of merit), entered by the McGraw- 
Hill Book Company ; Rime of the 
Ancient Mariner (first award) and 
The W oodcutter’s Willful Wife 


(award of merit), entered by the 


award), 


(award 


University of California. 
Additional awards of merit went 
to: Roots of Happiness, entered by 
International Film Bureau; Jour- 
ney into History, entered by Brit- 
ish Information Services; Flower 
Arrangements of Williamsburg, en- 
Williamsburg; 
in Kyoto, entered by 


tered by Colonial 
Conspiracy 
University of Indiana; Hawaii, U. 
S. A. and Story of King Midas; 
entered by Bailey Films, Inc.; 
Wonders of Plant Growth, entered 
by Churchill-Wexler Film Produc- 
Goldilocks and the Three 
Bears, entered by Coronet Films; 
Ali and His Baby Camel, entered 
by Atlantis Productions, and Ugly 
Duckling, entered by Encyclopaedia 
Britannica Films, Inc. Re 


MAN 


tions; 


WITHA 
THOUSAND 
HANDS 
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when you 


Type 238 


Every 
print’s 
a “live” 


salesman 


specify 


Ansco 


Color! 


The best sales force you can put in the field are 


l ‘ NSCO Binghamton, N. Y. A Division of General Aniline & Film Corporation. ““From Research to Reality.” 


NUMBER 





color prints which give prospective customers a fair 


and favorable picture of your movie-making skill. 


That’s why it’s so important for you to request re- 
lease prints made on Ansco Type 238, the 16mm color 
duplicating film that tru/y duplicates your original. 


Type 238 stands alone in its ability to duplicate 














colorfaithfully and give you prints with high-fidelity 


sound, cleaner, whiter whites, crisper definition. 


Take a giant stride toward building your reputa- 
tion and gaining new customers. Instruct your lab- 
oratory to print one of your films on Type 238. 
You'll never again be content with any other color 


duplicating film! 


People Who Know Buy Ansco 
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~~ and PROCESSED BY 


MOVIELAB 


FOR THE FINEST FILM PROCESSING IN 
THE EAST — FILM MEN WHO KNOW 
SAY “IT’S MOVIELAB” 


Here—at MOVIELAB efficiency and perfec 
tion are the rule. Producers, directors and tech 
nicians have at their fingertips the very best 
in up-to-the-minute equipment necessary to 
modern FILM PROCESSING techniques 


ROUND THE CLOCK SERVICES 
rox « Negative Developing + First Print Department 
32) » Ultra Violet & Flash Patch Track Printing 
vy © 16mm & 35mm Release Printing 
‘% h + Quality Control + Title Department 
GA » 22 Cutting & Editing Rooms. 


oO . 
MOVIELAB FILM LABORATORIES, 


ER COaLU Ue ea 


INC. 


JUdson 6-0360 


Ten Sponsored Motion Pictures Share 
Scholastic Awards for Educational Value 


MERIT CERTIFICATES PRESENTED BY SCHOOL MAGAZINE 








MORE PRACTICAL KNOW-HOW ON NEWEST AUDIO-VISUAI 
TECHNIQUES AND TOOLS APPEARS 8&8 TIMES ANNUALLY 
IN THE BIGGER. BETTER PAGES OF BUSINESS SCREEN 


%& Sharing in a citation as “distin- 
guished 1953 productions for school 
use,” 10 motion pictures sponsored 
by business and industry were 
among 30 films and slidefilms which 
received Awards of Outstanding 
Merit from ScuHoLastic TEACHER 
magazine recently. 

Sponsored films receiving awards 
were: 

{Is Jor ftom, sponsored by the 
General Electric Company and pro- 
duced by John Sutherland Produc- 
tions, Inc.; The American Road, 
sponsored by Ford Motor Com- 
pany, produced by MPO Produc- 
tions, Inc.; And the Earth Shall 
Give Back Life, sponsored by E. R. 
Squibb & Sons. produced by Louis 
de Rochemont; Arts and Crajts of 
the Southwest Indians, sponsored 
by Santa Fe Railway, produced by 
Ernest Kleinberg; 
Chemistry, sponsored by Monsanto 


Decision for 


Chemical Company, produced by 
MPO Productions, Inc. 


5th Year of Recognition 


The Fossil Story, sponsored by 
Shell Oil Company, produced by 
New World Productions; Glass 
Center of Corning, sponsored by 
Corning Glass Works, produced by 
Paul Hance Productions; Hunting 
with a Camera, sponsored by the 
Canadian Government Travel Bu 
reau, produced by Stephen (Creen- 
lees Films; Oklahoma and Its Nat- 
ural Resources, sponsored by Sin- 
clair Refining Company, produced 
by Frederick K. Rockett Company; 
U sing Bank Credit. sponsored by 
the American Banker’s Association, 
produced by Caravel Films, Inc. 

The awards were presented at 
Town Hall Club in New York City. 
Ten awards were made in each of 
three classifications: for classroom 
informational films; for industry- 
sponsored films, and for slidefilms. 
This was the fifth year of such ree 
ognition to sponsors, producers and 
distributors of 16mm _ educational 
films. 


58 Titles Nominated 


Sponsored winners were picked 
from a final ballot of 58 titles nom 
inated from 150 eligible films. 
chose n 
from a final ballot of 79 titles se 


Classroom winners wert 


lected from some 360 eligible films 
The films were judged first in re 
rard to their school value but. pro 
duction excellence also was consid 


ered. Other awards are noted 


® Awarded classroom films includ 
ed: 

{dolescent Development Series 
produced by the McGraw-Hill Book 
Company; The American Revolu- 
tion, produced by Encyclopaedia 
Britannica Films; The Baltimor 
Plan (EBF); A Citizen Partici- 
pates, produced by Young Ameri 
ca Films; Frustrating Fours and 
Fascinating Fives, (McGraw-Hill 
Insects, (EFB); Man Without a 
Country, (Young America); Seal 
Island. Walt Disney Productions: 
Shyness (McGraw-Hill — National 
Film Board of Canada); Skipp 
and the Three R's, produced by 
National Education Association. 

Slidefilms selected were: 

The Dark Continent Awakens 
(New York Times) ; Folk Tales 
from Many Lands (Young Amer- 
ica); Great Explorers of America 
(Society for Visual Education) ; 
The Incas (Life Filmstrips) ; Map- 
strips Age of Discovery and Ex- 
ploration (The Jam Handy Organ 
ization); Marriage and Family 
Living (Me-Graw-Hill); Music 
Stories (Jam Handy); Popular 
Sovereignty—USA (Heritage Film 
strips) ; Prehistoric Life (Encyclo- 
paedia Britannica Films); Writing 
and Printing in America (Museum 
Extension Service). 


tor tomm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only 
original 
Fiberbilt 

Cases 
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by 
RKO PATHE, inc. 


“The Professional Company” 








RKO PATHE is proud of the Freedom Founda- 
tion Awards for “ 
“Weirton, U.S.A.” 
} dation from sources like The Lionel Corp... . 
Weirton Steel Co. ... Pennsylvania Railroad... 
U.S. Dept. of Justice ... U.S. Military Acad- 
i emy ... Madison Square Garden... Pinkerton 
Natl. Detective Agency, and many others. 


Escape to Freedom” and 
and of letters of commen- 
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RKO PATHE knows, from 31 years of successful 
film making, how to put that all-important 
entertainment quality into films for business 
motion pictures designed from script to screen 
to sell an industry, an organization, a product, 
an idea... to a specific group or to America’s 
millions at large... . 


RKO PATHE is equipped with the most modern 
facilities...is ready with the know-how, the 
showmanship and the advertising-promotional 
grasp to take full charge of your particular film 
requirements—from TV commercials to full- 
length features in color... . 


RKO PATHE invites inquiry from organizations 
and/or individuals of modern thinking... who 
might be interested to learn—as many of 
America’s most important industrial organiza- 
tions have learned—of the power of motion 


pictures to promote ideas and to sell products. 


RKO PATHE, inc. 


“The Professional Company” 


625 Madison Ave., New York 22, N. Y. 
Phone: Plaza 9-3600 











RRIFLEX 35 


MIRROR REFLEX CAMERA 


Now creater 


With the new Model IIA, 
the Arriflex 35 


attains undisputed 


exposure 10 


Increases +74 {rames 
$ 


Pe 


first place among all 


NEW 
RMITTENT SYSTEM 
pictures 


inTE 
Rock steady 
Perfect {rame regist! 


35mm hand cameras in the professional 


a field. Easily convertible into an efficient 


studio camera, its versatility is amazing. 


In addition to the many features which 


LM GATE 
e 4, chrome-fite 
teel gate 4% 
$, an 


psotute (aeus. 20 among top-ranking cameramen, the 


a 
{rame registration 
film preathing: 


improvements and engineering advances 


embodied in the new Model IIA, make 


the Arriflex 35 greater than ever. 


enous Motor Unit a 
( \ Sound Proof Blimp 


i) a> ae ae ae ae ae ae ae ae ae ae aes 


FAMOUS ARRIFLEX FEATURES IN THE NEW MODEL IIA 


®@ Mirror Reflex Shutter for through-the-tak- 
ing-lens follow-focus and viewing even 
during actual shooting 


® Bright, uninverted viewing image on 
ground glass, magnified 6 times. 


© Eliminates parallax and the need for ac- 
cessory finders 


® Quick-change, geared Film Magazines 
(200 and 400 feet). No belts used 


® Variable-Speed DC Motor mounted in 
Grip Handle... operates from 6-8 volts. 


® Tachometer — registers from 1 to 50 
frames-per-second. 


® Matte Box-Filter Holder — quickly and 
easily detachable. 


® Three-lens Revolving Turret. 


® Perfect for tripod and handheld filming. 


THE NEW ARRI 
SYNCHRONOUS MOTOR UNIT 


for ARRIFLEX 35 


A smooth-running, constant-speed hysteresis 
motor for 115-volt, 60-cycle AC operation 
Motor is mounted on base-plate housing con 
taining the gear mechanism which connects 
directly to the main drive-shaft of the 
camera. Motor Unit has a built-in tripod 
socket and a built-in footage counter. A 
safety slip-clutch automatically disengages 
the motor should the film ‘jam’. 

The Synchronous Motor Unit is easily and 
quickly attached to the camera without the 
need for special tools. 
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and Synchronous Motor Unit. Blimp housing is cast 


magnesium alloy, finished in black crackle. 


The most advanced accoustical damping 
techniques have been employed. Internal 
walls are lined with corduroy velvet 

over six alternate layers of foam plastic 


and lead. For complete soundproofing, 


all door members are sealed with foam rubber 


gaskets, and close by means of heavy, ‘knee-action’ 


clamp locks. Camera is cushion-mounted. 


BLIMP DOORS OPEN 


Showing easy access 
to camera, lenses, 
and magazine. 


Designed for the Arriflex 35 with 400-foot Magazine, 








The important reflex-viewing feature of the Arriflex 35 
is still retained while it is used in the Blimp. The 
regular cover and optical system is removed from the 
camera and replaced with a special cover which con- 
nects to the optical viewing system built into the Blimp. 
Follow-focus is then accomplished by means of either of 
two controls... located at the front side and in the 
back of the Blimp. These controls connect directly to 


the focusing mount of ony lens in taking position, 


Dkk kk kk kk kk kk kA kk kkk kk 


equipped with Arri Follow-Focus Grips. No gears are 


required around the lens mounts. 


An oversized focusing scale for any lens in use can be 
set behind, and viewed through the control window 
located over the focusing knob. Other observation win- 
dows are conveniently located to permit viewing the 
footage counter and checking the tachometer. The lens 
window is made of optically flat glass, shielded by a 


detachable matte box. 


Write for Complete Details to: 
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Two heavy-duty handles facilitate lifting and carrying. 


A Fingertip Dial permits shutter to be ‘turned over’ 
manually for preliminary focusing. A hook is provided 
in the exact film plane for attaching a measuring tape. 
A pulsating pilot light indicates that the camera is in 


operation. 


Weight of Blimp with Arriflex 35, lenses, Synchronous 
Motor Unit, and 400-foot Magazine is approximately 


55 pounds. 


235 Fourth Ave., New York 3, N.Y. « py 5-1120 
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HE SPONSORED MOTION PICTURE, most com- 
plete and compelling of all media for the 
communication of ideas and information, 

is slowly but steadily winning its battle for 

recognition in the family of advertising and 
sales promotion media. 

Here are some of the facts which advertis- 
ing men can no longer ignore in selecting media 
for important tasks in the selling era now pre- 
dominant: 

1. Over $50,000,000 was expended in 1953 
for basic production alone of sponsored motion 
pictures for selling, training and public rela- 
tions. Another $5,000,000 was expended for pro- 
jection equipment and accessories bought by 
sponsoring companies and by those who com- 
prise group audiences of these films. Other mil- 
lions expended for prints, distribution services, 
postage and promotional literature related to 
films brought this medium near the $100,000,000 
mark reported for national outdoor advertising. 


Four Channels of Film Distribution 

2. Sponsored film audiences available in four 
principal channels included the owners of more 
than 500,000 l6mm sound projectors (largely 
in the hands of clubs, churches, schools, factory 
groups, etc.); more than half of the nation’s 
theatres accepting short commercial subjects; 
16mm rural road-show operators in small town 
and farm areas: and more than 300 television 
stations accepting public interest films on a free, 
sustaining basis. 

3. As evidence of the power of these channels. 
a single sponsor reported theatrical audiences 
alone of 80 million persons in 1952; a major 
sponsored film distribution company handled 
one million bookings of films in 1953, reaching 
150,000,000 persons on 16mm showings alone. 
Another sponsor reported a_ record-breaking 
13.742.590 attendance on films loaned out dur- 
ing 1953. An additional 130,000,000. persons 
watched 2,600 tv presentations of this company’s 
films on a sustaining basis. 

4. A national advertiser survey of 67 com- 
panies using films showed a cost per viewer on 
all film showings of only $.046 per showing, in- 
cluding all costs of original production, prints 
and distribution service. 

These costs “per viewer” were lower in many 
instances, depending on original production ex- 
pense and whether all forms of distribution 
were taken into account. Theatrical showings, 
for example, brought the totals down for all 
sponsors utilizing this channel. 


“Attention Hour Factor” Is Defined 


But the most important factor of all was a 
hitherto uncalculated figure of comparative audi- 
ence attention and interest. In Chicago last 
month the president of the American Associa- 
tion of Film Producers, L. Mercer Francisco, 
presented an interesting challenge to media ex- 
perts and researchers in what he termed “the 
attention hour factor.” 

Taking a leaf out of advertising’s own book. 
Mr. Francisco reviewed the readership studies of 
Daniel Starch and others who have measured 
the amount of total reading. listening and view- 
ing time given to magazines, radio and television. 

Readers of Lire, he found, spend varying 
amounts of reading time per advertising page. 
A generous estimate would give a total 32.125.- 
000 seconds of attention from among the 5 
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The “Attention Hour” Factor 
Applied to Advertising Media 


AN INTRODUCTION TO A BUSINESS SCREEN EDITORIAL PROGRAM 
BASED ON CURRENT RESEARCH INVOLVING THE FILM MEDIUM 


million readers of Lire or approximately 9,000 
“attention hours.” At a page cost of $30,000, 
the advertiser has paid about $3.36 for each 
hour of attention that his ad was given. 

Similar comparisons of radio and tv commer- 
cial listening and viewing (and these media are 
beset by distractions and purposeful interrup- 
tions) showed equally high costs for the “atten- 
tion hour” among these media. 

Comparing a typical sponsored motion pic- 
ture program, which reached a total of 12,190,- 
000 people at a total outlay of $320,000 for a 
30-minute color motion picture, Mr. Francisco's 
comparative study showed that the picture re- 
ceived a total of 6,075,000 hours of attention. 
Its cost to this sponsor was only $.053 for the 
full attention hour. 


Media Not Competitive But Comparative 


These figures merit closer study and review. 
The media are, in fact, not competitive at all 
but their comparative powers of disclosure and 
information to the consumer are vitally impor- 
tant to all business. 

It is even more significant to consider these 
key points in Mr. Francisco’s thoughtful study: 

“The film can make the viewing audience par- 
ticipants, not spectators, in real life drama when 
it presents its story in the words and actions 
of screen characters. 


“Educators aver that the instrument of com- 
munication is most effective which presents learn- 























ing materials most closely to ‘the experience of 
reality.’ Similarly, sales points have most mean- 
ing to prospects when they are closely related 
to real life problems. 

“The polarization of the attention of the 
screen audience profoundly affects the memory. 
The screen material makes a depth impression; 
that is, it reaches the subconscious mind, It 
therefore sticks in the mind for a long time 
afterward——as numerous studies have shown. 

“Furthermore the drama of the film provides 
a wealth of associated materials which aid im 
mensely in the recall and recognition of screen- 
presented materials long after exposure to them 
in the film. The sound motion picture therefore 
enhances the effectiveness of advertisements in 
all other media of communication, 

“Each ad seen or heard after exposure to the 
film has more meaning-—-and makes a greater 
impact because it recalls the meaningful film- 
presented material. Since most printed ads and 
most radio and tv commercials are little more 
than ‘reminders’ they should be preceded and 
complemented by a film presentation which gives 
the consumer audience the complete product 
story to be reminded of!” 

These paragraphs are a preface to an impor- 
tant editorial program now being prepared for 
subsequent issues of Business Screen. The com- 
plete text of Mr. Francisco's interesting thesis 
on “How Much Must Attention Cost” will ap- 
pear in an early issue and will be followed by 
other editorial research on media cormparatives 
costs and “attention hour” values. 


The Film’s Role in Merchandising 


One of the most significant areas of film utili- 
zation by sponsors is in merchandising. Used in 
the initial stages of a product promotional ef.- 
fort, a well-produced picture can, as Mr, Fran 
cisco points out, “make even apathetic whole 
salers and sophisticated chain store buyers sit 
up and take notice, 

“They look at the picture story of the product 
through their customers’ eyes,” he says, “they 
experience the impact of its message as con- 
sumers and they become just as excited about 
it and impressed with it as the audiences for 
whom it was meant.” 

In this phase of distribution, printed media 
radio and tv are partners with the film medium 


(CONTINUED ON THI FOLLOWING PAGI 
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General Motors’ famed Motorama show 
was filmed by Sound Masters at Miami, 
Fla. recently and is already getting 
nationwide theatrical showings. Shown 
at that spa during production phase 
were [| to r) in scene at left: script 
writer Fred Frank. former DeMille staff 
er; Harold E. Wondsel, president of 
Sound Masters, Inc.: Frank Donovan, di 
rector (standing); and Sheelagh D. Clark 
technical advisor on the picture. (see 
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THE ATTENTION HOUR FACTOR: 


{CONTINUED FROM PRECEDING PAGE) 


They are, in fact, wise users of motion pic- 
tures and slidefilms for their own forceful pro- 
motional efforts where a complete and interest- 
ing market story needs to be told. Again, the 
media of communication are not competitive but 
comparative equals with specific tasks to ac- 
complish. 


Longevity Works in Films’ Favor 


With the recent disclosure that 41% of more 
than 180 sponsored motion pictures in current 
use by 67 companies have been in active circula- 
tion from two to five years’ duration, advertisers 
were again remided that long life in circulation 
is one of the primary advantages of this medium. 

Another 16% of companies surveyed by a 
major advertising association were in use from 
five to ten years’ time. A national film distributor 
estimates to sponsors that five years is average 
for a well-produced motion picture and while re- 
placements of footage are necessary in that time, 
“print life” is estimated to be that long for such 
films. 16mm distribution really starts going after 
the first year of showings and momentum in- 
creases sharply in subsequent years. 


Alcoa Subject Is Setting a Record 


There are some notable films in distribution 
after a full decade of useful service. The Alu- 
minum Company of America has a legendary 
favorite among both adult and youth audiences 
in Unfinished Rainbows, Technicolor saga of 
aluminum research. The first version of this film 
was made by Wilding Productions, Inc. in the 
early 40’s and a currently-revised version is still 


UNFINISHED 
RAINBOWS 


This Alcoa color picture is setting a record for 
total audience coverage and sustained public 
interest in its well-produced inspirational 
message. 


in strong demand among audience groups of 
every size and description. 

The Weyerheuser film, Green Harvest, dealing 
with forest conservation is a similar example of 
long life-interest among audiences and the list 
of other favorites is seemingly endless. 

Subsequent “chapters” in this story of the film 
medium will deal with distribution costs, further 
“attention hour” and other posi- 
tive advantages of the film medium for advertis- 
ing and public relations. The searching light of 
inquiry is long overdue on this most powerful of 
all communication media. ae 


definition of the 
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right off the reel 


PROGRESS REPORT ON COLOR TV 


EVER UNDERESTIMATE the power of competi- 

tion backed by the might of modern elec 

tronic research and production. Despite the 
pessimism of radio-tvy manufacturers on color 
receiver production, this coming fall may be 
come a battleground of color tv sales promotion. 
RCA will shortly launch an ad campaign on its 
color sets; DuMont will match with a larger 
tube; Paramount’s Chromatic Television Labs at 
Emeryville, Cal. anticipate a stepup in the out 
put of compatible 21-inch and 24-inch color tv 
tubes, utilizing the Lawrence single-gun cathode 
ray tube. 

Network plans for full color programs took a 
temporary backseat to station WKY-TV, Okla- 
homa City, which became the first independent 
station in the nation originating color programs 
since the FCC gave compatible color the green 
light. On April 8, WKY televised a five-minute 
insert in a newscast and on April 23 provided 
its viewers with a half-hour variety show followed 
by a “Sooner Shindig” revue on April 22. Cur- 
rent schedule calls for 16 color programs a week. 

While there are few color sets (about 60) in 
the area, future sales are expected to match the 
production ingenuity of set makers now promis- 
ing long-awaited larger screens. 


* Top news of color film production was made at 
the 75th semi-annual convention of the Society 
of Motion Picture and Television Engineers 
when a Pall Mall cigarette commercial, made in 
Pathecolor and processed by Pathe Laboratories 
was projected in brilliant hues on the new Xenon 
arc-lamp 16mm projector. 


Briefs About Pictures and Producers: 


* The March of Time has closed its produc- 
tion offices in New York, effective the first week 
in May. The NBC film division has taken over 
the MoT film library consisting of 15,000,000 
feet of historical, scenic and other stock footage 
to be made available to other producers. The 
l6mm prints of MoT short subjects now being 
distributed by McGraw Hill Text Films division 
are not affected by the closing. 


* First place in the motion picture segment of 
the annual Better Copy Contest conducted an- 
nually by the Public Utility Advertising Asso- 
ciation (oldest ad competition in the field) will 
go this month to Freedom Valley, produced for 
the Philadelphia Electric Company by Louis Kell- 
man Productions of that city. 

Other films cited by the awards committee 
which include O. H. Coelln, publisher of Bust- 
NESS SCREEN, were Hi Line, Ho, a basic report 
on utility construction operations, and Trouble 
Man, a short film sponsored by the Pacific Gas 
& Electric Company. 


* For the first time in the century-old history 
of the Salt Lake City Mormon Tabernacle, its 
world-famous choir was seen and heard on Ed 
Murrow’s “See It Now” television program. A 
Sound Masters’ production crew shot and re- 
corded the “capsule documentary” on the Taber- 
nacle as a commercial tv spot for Alcoa. m 
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St. Louis business leaders view Pan-Screen 





color demonstration at Park Plaza Hotel 


swank Show: Gateway to Industry 


AY SWANK, sales-minded chief executive 
of Swank Motion Pictures, Inc., visual 
educator dealer and film distributor of 
St. Louis, Mo., was the recent sponsor of a one- 
day visual sales demonstration program for 
business and industrial executives. Superbly 
staged in the 27th floor Tiara Room of the Park 
Plaza Hotel, displays and demonstrations of a 


wide range of audio and visual tools attracted 
a top flight audience of some 300 interested 
executives. Showings of sales films in a nearby 
(26th floor) theatre also had excellent attend 
ance. The ingenuity and showmanship of this 
event set a notable example of regional a-v sales 
promotion which other leading dealers might 
well emulate for local business people Yd 


A complete showing of latest audio-visual tec hni ques was featured in these Tiara Room exhibits 
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Dealer Bud Nixon 
earns now to mboine 


g000 busine 


N THE SPRINGTIME of each year The 
Texas Company holds a series of 700 dealer 
meetings across the country at which time 
the Texaco sales program for the months ahead 
is presented, Am average of 55,000 dealers and 
their assistants attend these meetings, and they 
are a tremendously impressive demonstration of 
the power of the sales training film. 
Texaco uses films for this purpose extensively 
and does it for one main reason: dealers say they 
like them better than any other kind of presen 


tation 
A Picture for Each Specific Task 


This year, the Texaco spring meetings are 
based entirely on films—five motion pictures 
are used, each designed to do a real job on one 
particular subject. All in color, the films start 
out with Sell More in 54, 13 minutes, a wonder 
fully jazzy preview of Texaco advertising plans 
iproduced by John Sutherland Productions) 
and featuring the Firehouse Five Plus Two 
band 

The second film (also by John Sutherland) is 
called Take a Look, George, 5 minutes, and it 
points up the importance of “Registered Rest 
Rooms” in making and keeping steady custom 
ers 

li's Mighty Cheap Insurance, 15 minutes 
(produced by Audio Productions) tells how 


“the litth old maid school teacher who never 


It's Springtime Across the Land and 


Meeting Time for Texaco Dealers 


Impressive Demonstration of Visualized Sales Training 
as 55,000 Retailers Attend 700 Meetings on 1954 Program 


drove over 25mph on her way to school and 
back” is harder on a car than the speedy long 
trip driver. It shows that stop-and-go driving is 
rough on cars, “so keep your customers’ cars 
protected with Advanced Custom-Made Havo 


lime 


How to Make “The First Team” 


The Texaco feature film, an annual event at 
the dealer meetings, is The First Team, with a 
running time of 45 minutes. First Team was 
produced by Joseph Rothman. This picture 
stars Michael O'Shea who really looks like a 
guy who could do a hard day’s work in a serv- 
ice station. O'Shea plays the part of Bud Nixon, 
a dealer who thinks he’s on the “Third Team” 
because he doesn’t have the right “set-up.” 
Though he gets along all right and is popular 
with motorists, he just isn’t a good businessman. 
Bud finally sees the light and wins the girl in 
the climax sequence at the movie. 

A picture with a plot like this could be pretty 
corny, but happily The First Team escapes this 
fate. It’s played for laughs as well as for point- 
ing up good business techniques, and O'Shea is 
good enough to look and act like a real dealer. 

The final film on the program is Yours, Ex 
clusively, 14 minutes, (by Audio Productions) 
which serves to announce “Top Octane Sky 
Chief Super-Charged with Petrox” which will be 
a mouthful in any dealer’s bag of selling tricks. 


Organization Makes Meetings Effective 


lexaco has found that to be really effective, 
the sales meeting must have a planned purpose 

it must be organized down to the last detail; 
it must be genuinely interesting; and it must be 
kept within a strict time limit—no bungling 
orations by speakers who refuse to quit, and 
positively no irrelevant ad lib. 

This year, the meeting lasts one hour and 51 
minutes, and reports from the field indicate that 
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meeting leaders are regularly hitting it right 
on the nose. 

Texaco starts to prepare the annual meetings 
about a year in advance. They are based not 
only on new products and services the company 
wants to stress but on the accumulated experi- 
ence of progressive dealers from coast to coast. 
Texaco’s Sales Promotion Division, which has 
the responsibility for the annual meetings, takes 
particular pains to talk to thousands of these 
dealers and incorporate their good ideas into 


the important spring meetings. 
Veteran Dealer Cites Value of Idea 


As one veteran Texaco dealer interviewed 
last year said, “I never miss a Texaco Dealer 
Meeting. I've been a dealer for over 25 years, 
and a certain amount of the information I’m 
exposed to at a meeting, I’m familiar with al- 
ready. But even if 1 came away with only one 
new idea, I'd count the time very wisely spent.” 

To explain how the meetings will be conduct- 
ed, Texaco’s Sales Promotion Division, under 
Manager J. 
Guide for Meeting Leaders which outlines the 
procedure with such detail that the meetings are 
practically bound to run off without a hitch. 


M. Gregory, prepares a 32-page 


In fact, it is planned that by using the guide 
as an agenda, and screening the films properly, 
any one of the thousands of Texaco men in any 
of the 48 states can put on a top-notch meeting. 

The program has actually been so well organ- 
ized that it has been charted second by second 
to 1148 seconds of verbal presentations and 


5520\seconds of film. 
Does Same Good Job Everywhere 


If this might seem a mechanical meth- 
od of creating an inspirational message, the 
answer is “yes.” It is mechanical and purposely 


so. It is designed to do exactly the same job in 


cene to wind up this Texas feature. 
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Maine as in California and to inspire equally 
well in either place. 

The program is rehearsed dozens of times by 
management in New York before it goes out 
into the field. However, knowing that recitation 
by rote can destroy the spirit of any meeting, 
the leaders are instructed to read nothing “from 
the book” during the meetings. 


Scripts Simply a Guide to Leaders 


The verbal “scripts” which have been pre- 
pared for meeting leaders are sound and effec- 
tive, but they are not for verbatim use. As a 
guide, they serve to keep the meeting hewing 
to its central theme and keep it within defined 
time limits, but leaders are instructed to phrase 
things in their own way. 

Along with the five films and meeting lead- 
er’s guide, Texaco supplies a complete kit of two 
banners, nine big posters, registration cards 
and name’ badges and invitation cards for the 
meetings. All these films and other materials are 


keyed to Texaco’s business management theme 
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introduced in the 1953 dealer meetings and then 
carried through last year in sales and service 
conferences. 

Of course, the company is not content to 
merely set up meetings, invite dealers, present 
the sales campaign and sit back to count up 
results. Although most dealers attend the spring 
meetings, if weather or other conditions keep 
enough of them from attending, company zone 
managers will schedule additional meetings in 
order to get the men in, 

The business management theme is developed 
in more detail at dealer conferences held 30 to 
10 days after the meeting, and objectives are 


che ked week by week throughout the year. Ld 






Effective Retail Sales Training 
Is Vital to Our Prosperity 


® This annual Texas Company dealer meeting 
program has set a noteworthy example in the 
completeness and interest of its motion pieture 
phases. utilizing 65 minutes of its 95-minute 
total program to dramatize and visualize im 
portant facts delivered to its nationwide family 
of retailers. 

Behind the scenes, of course, there is a vast 
accumulation of experience gained through years 
of similar effort by J. M. Gregory, sales promo- 
tion manager and his able staff. These pro 
fessionally-produced pictures also reflect the 
ability and talents of several of the most experi 
enced studios and individuals in the business 
film field. They had to be good to hold the sus- 
tained interest of the thousands of service sta- 
tion operators and their assistants seeing this 
program in more than 700 meetings across the 
nation, 

Of course these experienced dealers knou 
most of the techniques and other material thus 
presented to them. Often enough, as one dealer 
puts it, only one new idea is enough to make 
the whole effort profitable, These ideas plus 
the regeneration of sales effort, the feeling of 
teamwork and of closer cooperation hetween an 
interested national organization and its most- 
distant member out on the selling line are funda 
mentals in the Texas program, 

Just as fundamental in other lines of products 
and services is a similar need for more effec 
tive sales training of every type of retailer and 
members of his staff. Too many sales, vital to 
our tremendous productive capacity, are lost 
through ineflicient sales personnel, improperly 


informed and lacking the motivation and “drive’ 
to win and hold the customer. OH 
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Press and Dealer Showings 
Are a Major Asset to Sponsor 


in publicizing it sufficiently to attract the attention 
of consumers of processing equipment. 

First step in the program was the New York 
press premiere of the film, which not only served 
to show the picture to a large number of editors 
but also to introduce the editors to the Lukens 
story—one which had changed considerably dur- 
ing the past decade without any appreciable 
recognition, 

The premiere was held in the Hendrik Hudson 
Room of the Roosevelt Hotel. More than 125 edi- 
tors—-newspaper, business and financial, trade 
journals, weekly and monthly news and business 
magazines—attended the premiere. 

Cocktails were served until the majority of the 
guests had arrived. As each appeared at the re- 
ception desk he or she was presented with an 
official Lukens “guest” badge carrying the visi- 
tor’s name. These could also be used by the bearer 
in future visits to Lukens’ Coatesville plant. 


Roar of Mill Sets Mood for Film 


Like MGM’s Leo, the reverberating roar of 
Lukens’ giant plate mill specially recorded on tape 
growing continuously in volume—announced 
to the assemblage that the showing was about to 


Premiere Event: a Promotional “Plus” 


Lukens Steel Company Sets Example With Its Manhattan Press Showing 


ry HE MONTHS OF PREPARATION usually 

| spent in producing an industrial film may 
seem like the major part of the job but it’s really 
only the beginning of another task that’s equally 
as important: getting the most jor your money 
once the film is in the can! 

lake, for instance, the case of the Lukens Steel 
Company of Coatesville, Pa., which last year 
sponsored a new film, Equip for New Profits, 
30 min., color, produced by Robert Yarnall 
Richie Productions. Production of the film, 
which describes the making of and uses for stain- 
less and other clad steel plates (Lukens originated 
these unique materials and is the world’s leading 
producer of them) took just one year. 

The purpose of the film was to help Lukens’ 
customers—-fabricators of processing equipment 
used in chemical, petroleum, paper, power and 
similar fields where corrosion, abrasion, long 
life or product protec tion is needed at economi- 
cal cost-—sell the basic advantages of clad steels 
to the end users of equipment. This is essential 
since sales of Lukens’ materials are completely 
dependent on the sales of fabricators’ equipment. 

The film was designed, therefore, to be used 
by fabricators of clad steel equipment as a sales 
tool in convincing end users of the advantages 
of clad materials in processing equipment. 


Promotion Program Gets Under Way 


Once the basic objectives had been met in the 
preparation of the film, the problem still existed 
in getting the fabricators to use it and, further, 


start. The group moved quickly from the recep- 
tion room to the “auditorium” room where a full 
size reproduction of the world’s largest ingot, 
glowing as if red hot, towered over the assembly 
and formed the background for the screen. The 
mill continued its thundering over the loudspeak- 
ers, interspersed with signal whistles and gongs 
that mark the movements of a plate being rolled, 
until all the guests were seated. 

The roar was silenced. Brief introductory re- 
marks by Charles Lukens Huston, Jr., President 
of the company, welcomed the editors to Lukens’ 
“New York mill” and the premiere was on. 

Following the half-hour show editors were pro- 
vided with a vast assortment of packaged material 
covering all the ramifications of the Lukens’ op- 
eration and had the opportunity of talking with 
officials responsible for each phase of the business. 
A buffet dinner was then served from long tables 
set on a full-sized replica of the largest steel plate 
ever rolled (some 60 feet long) from an ingot 
weighing 151,000 lbs. 


Local Premieres Held for Fabricators 


After the premiere came showings to fabricators 
who would be using the film themselves—under 
their own name if desired. A series of local “first 
nights” exclusively for fabricators were staged 
in nearly a score of major industrial areas in this 
country and Canada. 

Invitations to the showings were extended to 
the following four groups of fabricating firms’ 
(CONCLUDED ON PAGE SIXTY-NINE} 
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HILE SETTING A TREND in building con- 
struction the Company of 
America joined the growing list of major 
business concerns recognizing the many advan- 


Aluminum 


tages of permanent business theatre facili- 
ties. On the seventh floor of its well-known, sil- 
very addition to the Pittsburgh skyline is an 


audio-visual center as modern as the 

Alcoa Building itself. 
Installations like the 

convenient, always-ready place for screenings of 


towering 
Alcoa theatre provide a 
company films, management meetings, training 
sessions and a variety of other uses. 


the best, Alcoa 
for motion pictures, slidefilms and slides, and in 


Typical ol 
provides projection equipment 
addition these facilities include a professional- 
quality recording studio. 


Five by Seven Projection Screen 

The 
ing for an audience of 71 before its attractive. 
For motion picture or slide 


Alcoa theatre provides comfortable seat- 


well-equipped stage. 
projection there is a five by seven-foot matte 
screen flanked by 12 
the front of the stage 
inter-communications system and regu- 


-inch Jensen speakers. Along 
are outlets for a television 
antenna, 
lar 110-volt electrical connections for use in other 
types of audio-visual programs. 

A professional-like performance is made pos- 
sible by remotely controlled curtains and light- 
ing. From the projection booth both front and 
rear curtains can be opened and closed electric- 
ally, theatre side-lights can be operated, and top 
lights and stage spot lights may be controlled 
with individual rheostats. 


Inter-Com Serves Stage and Booth 


the booth and the 


is provided by a two-way inter-com and a 


Communication between 
stage 
signal bell. 

The projection booth is equipped for almost 
A deluxe “Jan” 


Special projector with a 25-watt amplifier han- 


any type of visual presentations. 


dies 16mm sound motion pictures. Sound slide- 
projected with a 1,000-watt DuKane 
and both three and a quarter by four 


films can be 
projec tor, 


inch and two by two-in h slides can he shown quality reproduction of sound and music, Equip “ reenings and other program demands of busi 
with an American Optical (Spencer) Delinea- ment includes a Stancil-Hoffman custom built ness, implemented by audio-visual techniques. && 
Theatre-type seating {below eft) serves an audience of 71 witt nvenience 

and comfort when the room is used for projected visua f various ¢ 

ference purposes. The projection room (right) is seen through its recording 

studio window, part of its dual-purpose arrangement providing for com- 


pany transcription needs via either Stancil-H 


equipment. 


iia 
4 
“a —— 


aa “gat: 


* 


ih) 
\ 
it 


Li 


otiman or 


—_ ae | 


eR 


MN wore aa A i 










































































off the effic ent 
neadauarter Hice 


Clean modern design sets interior of Alcoa's Pitts! 


ilities which 


surah pre vie w-meeting room fa 


serve 


Alcoa's Model Preview Theatre 


Well-Designed 71-Seat Meeting Facilities Serve Pittsburgh Offices 


scope. Additional equipment includes adjustable magnetic tape recording outfit and a portable 


stands and a splicing table with rewind reels. 
Two portholes in the front of the booth ac- 
commodate 


Magnecord tape recorder and amplifier, 


Room Serves Many Business Needs 


The Alcoa 


hinged 
checking the 


projectors, and two higher, 


windows permit observation and theatre is typical of audio-visual 


sound volume. The booth arrangement is a facilities being installed by many forward-look 
model of its own, with a dual-purpose setup. ing companies. Centrally located in this ultra 

Beyond a large window in the projection modern oflice building, it provides a showplace 
booth, through which the picture below was where visitors may see the company’s filins, and 
taken, is a recording studio for professional a convenient spot for the meetings, conferences, 


Maanecora tape 
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Power Lines for Production 


ROME CABLE FILM SHOWS 


Sponsor: Rome Cable orporation. 
Tithe: Cable—-Pathway of Power 

LS min, color, produced by 

Loucks and Norling Studios, Inc. 
& Electric power is so common that 
we seldom think of the network of 
wires and cables through which that 
Rome Cable 


Corporation decided it was time to 


power is transmitted. 


remind people that production of 
these wires and cables requires com 
plicated machinery and constant 
control, 

Cable—Pathway of Power details 
the manufacture of wires and cables 
from eopper bars and aluminum in 
gots. Manufacturing operations 
were photographed in the sponsor's 
plant. Narration is by Karni Evans 
newsreel commentator. 

Animation illustrates such steps as 
the extrusion of insulating materials 
onto wires and cables and testing of 
high-voltage cables. 

After an introduction emphasiz 
ing the necessity of cables for 
electric power transmission, the pi 
ture tells how 250-pound copper 
bars are rolled into long rods 
cleaned and drawn into wires of 
various sizes. Stranding operations 
in which small 


many wires are 


Chase Brass Films 


Sponsor: Chase Brass and Copper 
Company 

Titles: Down the 
color: and The Story of Radiant 
Heat, 1S min 


duced by Science Pictures, Tine 


Drain, 15 min 


color both pro 


MANUFACTURE AND TESTING 


spiraled together to provide flexi 
bility in large conductors are ex 
amined, 


Variou 


processes are pictured, including the 


insulating materials and 


mixing of rubber and plastic com 
pounds, extrusion of the compounds 
onto wires and cables, braiding of 
fabric and paper coverings, and the 
of finished cables 
with asphaltic compounds. 


impregnation 


The film shows how aluminum is 
continuously cast into a triangular 
strip which is fed directly into a 
rod rolling mill. This rod is drawn 
into wires and the wires stranded 
into cables, in much the same way 
as copper is prot essed. 

esting methods, by which qual 
ity is constantly checked, are 
viewed. ‘These tests eye the quality 
of raw materials, experimentation to 
develop improved insulating com 
pounds, and inspection of the fin 
ished wires and cables. 

Prints are available for showing 
to interested groups from the Rome 
main olhce in 
N.Y.. or from branch offices 
in Atlanta Dallas, Los 
Angeles, Pittsburgh, St. Paul, San 


Francisco, and Seattle. 


Cable ¢ orporation 
, 
Rome 


( hic ago, 


for Home Owners 


*® Here are two new films that are 


hased on a simple premise, If 


building or remodeling a 
vou ll he 


irenta home owner or prospective 


you re 


house interested: if you 


one, the films will have nothing for 


you. Rather than build up elaborate 
plots devoted to more audience-di- 
information. 
Chase Brass has hewed directly to 


verting hokum than 
the subject. As most people through- 
out the country are concerned with 
housing, and new homes going up 
at such a rapid rate, interest in 
these two pictures is bound to be 
high. 

One film, Down the Drain, shows 
the advantage of copper tubing in 
modern drainage systems. Copper 
is not only strong and durable, but 
rust and corrosion proof. At the 
same time, it is light in weight so 
that long lengths can be handled 
by one man. The film shows plumb- 
ers doing the job of installing a 
copper drainage system on a new 
home site, points out that in the big 
Copper tor home 


~~ 


vain ge + sterr 


and copper for radiant heating. 


housing developments at Levittown, 
New York and 


where pennies saved in construc- 


Levittown, Pa.., 


lion were very important, copper 
drainage tubing was used despite 
the slight 
materials. 

The Story of Radiant Heat, the 
second Chase film (both were made 


added cost over other 


simultaneously) shows the firm’s 


copper tubing being installed as 


conduits for radiant heating sys- 


tems—in ceilings, cement slab 


floors, driveways and_ sidewalks. 


Animated sequences explain the 
principles of radiant heating. 

Both Chase films, and others in 
the company’s library of films, are 
available from Chase offices located 
in principal cities throughout the 


country. Id 


An Historical Preface to First Aid 


Sponsor: Johnson & Johnson. 

Title: Bandages and Bullets, 20 
min, color, produced by the Bald- 
win Organization. 


*® Johnson & Johnson’s new film 
Bandages and Bullets, (20 minutes, 
color, produced by the Baldwin 
Organization), is designed to dram- 
atize first-aid in an “entertaining 
but instructive” manner for TV 
audiences primarily, but also, sec- 
ond-run, for groups in civic clubs, 
service organizations, schools and 
colleges. 

The plot, a familiar treatment in- 
deed, tells of a reporter in a front 
line dressing station preparing to 
story of first-aid on the 
battle field and in the home. “This 


is a big story,” 


write a 


the reporter says, 


BUSINESS 


significantly, “and I'm going 
write it.” 

His story is illustrated in his- 
torical flashbacks to ancient Egypt. 
where the healing priest applied a 
wierd assortment of unguents in an 
ineffective effort to cleanse wounds. 
Medical men, up to 80 years ago, 
believed that 
brain, chest or abdomen was, ac- 


venturing into the 


cording to Johnson & Johnson. fool 
hearty.” 


The film goes on to Dr. Joseph 
Lister's successful 


experiments in 
antisepsis in his Glasgow hospital. 
and to Robert Wood Johnson, who 
went into the making of standard 
ized germ-free dressings and estab- 
lished a multi-million dollar busi 
ness—now Johnson & Johnson. 
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CASE HISTORIES OF 











National 
Manufacturers. 
Title: Good Place to Work, 1414 
Arthur 


Sponsor: Association of 


min, b Ww. produced by 
Lodge Productions. 

*& This is the story of current and 

past achievements by industry to im- 

working 


make factory employment more at- 


prove conditions and to 
It was made at the sugges- 
tion of educators called the 
NAM’s attention to high school stu- 
dents’ preference for white collar 


tractive. 


who 


jobs, regardless of their natural skills 
and interests, The picture is designed 
to remove ignorance of current fac- 
tory working conditions, believed to 
be the chief cause of this preference. 

Good Place to Work flashed back 
to early America, for a quick re- 
minder of working conditions of 
those days, before showing modern 
employment procedures. It stresses 
the opportunities for education and 
specialized training now available in 
many companies to prepare workmen 

Safety practices which have made 


FIVE 


Progress Report on the Modern Factory 


























SPONSORED PICTURES 





the factory statistically safer than the 
home or highway; industrial medical 


departments; materials handling 
eliminated 
many back-breaking tasks of earlier 


days: 


equipment which have 


industrial research to widen 
product use, thereby helping to sta- 
hilize production and employment, 
are reviewed in passing. 

The film discusses the increasing 
efforts to keep employees informed 
of management's plans for the future, 
the trend recreation 


toward pro- 


grams to include all employees. 
While showing individual company 
case histories, Good Place to Work 
stresses that these and other company 
benefits, such as cafeterias with good 
liberal 
programs, are merely milestones in 
continuing efforts to make the fac 
tory a better place to work. 


Good Place to Work 


for industrial. 


meals at cost. a retirement 


is available 
educational, and 
from the NAM Motion 
Picture Department, 14 West 49th 
Street. New York 20. 


group use 


New Voices for Better Business 


A NEW YORK TELEPHONE PICTURE BY M.P.O. TO SHOW NATIONALLY 


I RENEWED and energetic efforts 

by the Bell System companies 
prove successful, the era of the 
opening gambit to a great many 
telephone conversations, “Hellothisis 
JohnF ilibusterI’dliketotalkto Miste1 
Smith” or, “Hiya Boitie, what's 

a 


wid youse?” may some day come 


to an end. Aiming to hurry the 
day when the telephone will no more 
threaten the nation’s sanity as an 
instrument of muttering misunder 
standing and bellowing befuddle- 


New York 


Company is distributing a new color 


ment, the 


film. Your Voice Is You, 15 min- 


utes, produced by MPO Produc- 
On telephone { 
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Telephone 


lo« »ks 


the day when all telephone conversa 


tions, Inc.. that forward to 


tions will be pleasant. well-mod 


ulated and highly intelligible com 
munication. 

Your Voice Is You dramatizes 
the fundamentals of the Company's 
new Voice and Courtesy Program. 
and emphasizes that a good speak 
ing voice is a social asset anywhere 

on or off the job as well as art 
essential tool of telephone men and 
women in their work. 

When MPO was called in to make 
the picture, the main objective was 


New 


York Telephone Company operators 


to convey the program to 


But it soon became apparent that 
a far could he 


wider audience 

Because the film has proved so 
successful in internal use, the Com 
pany now expects to release it 
throughout the Bell 
Voice Is You may 


System. Your 
also aid in re 
cruiting new employees with possible 


high 


clubs and church organizations. In 


showings in schools, civic 
addition to this, the Company hope s 
to make the picture available to 
large business firms for use in train 
ing PBX operators and other pet 
sonnel. 

All of this aims at a new trend 
in American discourse. Conversa 


person as well as via the 


tion in | 


1954 








N Y Te er } ne ( ompany 


should 


net pleasure, or, 


telephone become a_ pho 


at the very least, 
unhampered by a lack of clarity 
Your Voice Is You is enacted 
exclusively by New York Telephone 
Company personnel. Ten attractive 
A Service 


(\ssistant; five girls portraying the 


employees are featured: 


qualities of Vitality, Naturalness, 
I'xpression, Pleasantness and Intel 
ligibility: three young ladies who 


characterize the bad qualities of 
speech; and the Perfect Voice, who 
embodies everything the Company 
is aiming for in its training pro 
eram, 

Set before a mock-up of a switch 
hoard panel, the film has a_ nice 
sparkle and gets its message across 
through a clever, rhymed dialogue 
Unpleasant voice qualities are 
played for laughs. The film shows a 


character who thinks a telephone is 


r 
inese tive operator 


epitomize 
























personnel 


a megaphone. Another is seen whose 
appearance would melt a robot, but 
whose lackadaisical speec h would 
cool the most ardent casanova, And 
the adverse effects of a 


alect are supplied by 


strong di 
a young lady 
sporting a heavy dose of Brooklyn 
ese 

The picture's voice instruction is 
with the 
Different 


colors represent different qualities 


made even more graphic 


use of a color analogy 


of voice as for example, yellow for 


operators illustrate these qualities 


softness, and blue for hardness 


against correspondingly colored 
backgrounds. 
The 


actors, all, can be complimented for 


telephone girls, - amateur 
playing their parts in a truly pro 
fessional manner. Not a little of the 
credit for this MPO’s di 


rector, Victor Solow iy 


y} voice qualité n MPO film 


MORE CASE HISTORIES 


OF USEFUL 


NEW FILMS: 


Camera reporter Jack Alexander (at left) plays key role as assigned by 


Lowell Thoma: 


to cover the story of 


‘Black Diamond 


Anthracite Reports to the Nation 


Sponsor: The Anthracite Informa- 
tion Bureau. 
Title: Black Diamonds, the Story of 
inthracite, 27 min, color, pro- 
duced by Paul Alley Productions. 
* Lowell Thomas sounds the key- 
note in this new public relations film. 
Photographed at Pawling, New 
York, against the same background 
with which he launched the story of 
Cinerama, Mr. Thomas lends his 
usual dramatic impact to a story that 
covers most of the coal-bearing areas 
of northeastern United States. 

Paul Alley, who wrote the film, 
has the famous news commentator 
“assign” a camera reporter to bring 
Start 


ing at Pennsylvania State University 


back the story of anthracite 


with professors who explain the ori- 
gin, history and development of hard 
coal, the 
picturesque 


reporter then tours the 


anthracite region of 
eastern Pennsylvania. 


Covering a typical mining town, 


Telling anthracite's story in a 


the camera records the voices of 
Welsh miners as they sing a modern 
folk song. Highlights of mining op- 
erations, both underground and top- 
The theme of 
the film is the future of anthracite as 
a heating fuel. 


side, are portrayed. 


Scenes of research 
and development of the mineral re- 
veal the new modern equipment 
designed to make the burning of 
anthracite comparable to that of any 
automatic heat. 

Getting down to cases, the film 
stresses the necessity of conserva- 
tion of our dwindling natural re- 
sources and the fact that fuel “close 
(in the Northeast), such 
as anthracite, might better be used 
to heat 


energy 


to home” 


homes, leaving so-called 
fuels for 
tional defense. 
Distribution of Black Diamonds 
is being handled directly by The 
Anthracite Information Bureau, 380 


Madison Avenue, New York. + 


industry and na- 


scene from "Black Diamonds’. 


Keeping Nature on Our Side 


“LOOK TO THE LAND” OFFERS POTENT CONSERVATION MESSAGE 


Sponsor: The Twentieth Century 
Fund. 

Title: Look to the Land, 21 min, 
color, produced by Encyclopaedia 
Britannica Films. 

* A task as big as all outdoors— 

the conservation and development 

of the nation’s land and water re- 
sources—is the theme of this new 
film. It is based on material con- 
tributed by Robert W. Hartley to 
the forthcoming revised edition of 
the Twentieth Century Fund’s re- 
search survey, America’s Needs 
and Resources, by J. Frederick 

Dewhurst and Associates. 

The new film calls on American 
private enterprise and government 
to use our great natural resources 
wisely so they may continue to help 
us grow and prosper. Touring the 
major sections of the country, the 
picture finds real-life examples of 
new farming methods, the wise 
management of timber and grazing 
lands, the coordinated development 
of river basins. 

Look to the Land shows that the 
soil, forest, range and water re- 
sources of America are its most 
important natural assets. 

These resources have often been 
misused, says the film, until vast 
areas of our crop and range lands 
have been damaged by erosion and 
the best part of our high-grade 
timber is gone. 

“We have made mistakes,” the 
narrator says, “but the land pro- 


duced. Now a 


ahead.” 

The camera focuses on multiple- 
purpose dams and power projects, 
new farm implements and scientific 
methods for conserving topsoil, ap- 
paratus for controlling forest fires 
and tree disease. 

The narrator shares the sound 
track with a guitar-playing ballad 
singer who underlines the film 
themes with American folk songs 
characteristic of the various sections 
of the country shown. 

That the intelligent use of this 
natural heritage is of importance 
both to city and rural dwellers, to 
both industrial workers and farm- 
ers, is made clear. 

Many of the problems are de- 
scribed in human terms; the county 
agent explaining how poor use of 
the land has led to the auctioning 
of a New England farm; the Negro 
family on the move from cotton 
fields to lumber mill; the Missouri 
Valley farmer recalling how his top- 
soil has been washed downstream. 
Throughout the film the audience is 
shown new opportunity for the 
work of American hands and ma- 
chines, new demands on American 
foresight and ingenuity. 

Look to the Land is being dis- 
tributed through the nationwide 
regional offices of Encyclopaedia 
Britannica Films at a sales price 
of $200 and a three day rental fee 
of $7. Rr 


bigger job lies 





Production of Technical Ceramics Explained 


Sponsor: The American Lava Cor- 
poration (A subsidiary of Minne- 
sota Mining & Manufacturing 
Company). 

Title: AlSiMag Custom Made Tech- 


nical Ceramics, 28 min, color, 
produced by Continental Produc- 
tions (Chattanooga, Tenn.) 
- o . 
*% One of the most important, yet 
least publicized, of the basic indus- 
tries is the manufacture of technical 
ceramics. In order to acquaint po- 
tential customers and the public with 
the specialized processes involved, 
this film goes into some détail to de- 
scribe the production of AlSiMag 
technical ceramics. 

Electronic industries employ these 
ceramic parts as rigid insulation and 
dielectric materials. Ceramic thread 
guides find wide application in the 
textile industry. Ceramics are also 
used in industries with high tempera- 


[ALSO SEE PAGES 50-54) 
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ture equipment, such as refractories, 
burner tips, filters and strainers. 

As the film shows, the production 
of technical ceramics involves the 
combining of earthy or inorganic 
materials into the basic “body” of 
the ceramic. These “bodies” are 
then pressed, extruded, and ma- 
chined into the multiplicity of shapes 
required for various applications. 
The parts are then fired in massive 
gas-operated kilns, after which they 
become extremely hard and rigid. 
The ceramic is then ready for use, 
unless special surface finishes, such 
as glazes and metallic coatings, are 
required. Thorough tests and inspec- 
tions are carried out during each 
stage of production. 

Although originally planned for 
showings to technically-minded 
groups, the film deals with its subject 
matter in such an understandable 
manner that it is recommended for 
showings to any audience, from high 
school grades up. Lt 
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XPERIENCED recording studios 

and record manufacturers are 
keenly aware of the part their 
records play in a good audio-visual 
program. Two major factors con- 
tribute to this awarness. They are: 
(1) the semantics employed in the 
preparation of the script; and (2) 
the physical and electronic equip- 
ment necessary to produce a 
thoroughly professional sound job. 
Recording record 
manufacturers seldom, if ever, get 


studios and 


involved in the problems of point 
one. However, it may not be too far 
afield to make one or two observa- 
tions which are based upon con- 
siderable experience at the listening 
end. 

There are two good tests which 
should be applied to an audio-visual 
show. 


Try It Without Sound 


They are, first, to show the film 
without sound to a_ representative 
group and ask each to give his 
opinion as to what the show is all 
about, and specifically, what they 
may have learned. If their answers 
indicate recognition of the original 
problem and some awareness that 
the solution is being presented. then 
the producer may feel reasonably 
sure that he has devised a show 
which will accomplish his original 
intent. 

Conversely, if the group reaction 
is way off the point, this is an in- 
dication that the pictures are not 
adequate for the job and that serious 
review and some changes are in 
order. 


Hear Sound Sans Visuals 


The same test should be applied 
to the audio portion. This should 
be done after the recording session 
and editing has taken place. In other 
words, test the end product rather 
Too 


than an _ intermediate 


often scripts are OK’d just from a 


stage. 


silent reading by the person who 
must give that OK so the production 
can move ahead. In the process of 
making a record we hear a great 


many shows and, due to our objec- 


tive position, we are automatically 
in the middle of the test mentioned 
above, and there have been many 


RECORDING for SLIDEFILM 


Helpful Suggestions for Effective Programs 


by Roger LeFont, General Manager 


Universal Recorders, Inc., Hollywood, California 


times when we were confused as to 
intentional meanings. 

Now, we’re not trying to tell other 
people how to run their business. 
We are, 


terested in the show as a whole as 


however, as vitally in- 
the producer or his client; con- 
sequently, we feel that any contribu- 
tion which will help make slidefilms 
better is worthy of serious considera- 
tion. There is a great deal of honest 
thinking and objective evaluation 
in this field because it lies mostly 
in the realm of teaching. Here we 
must things 
rather than furnish relaxed amuse- 


accomplish — specific 
ment. In other words, people are 
expected to know how to do some- 
thing either completely new or to do 
what they are already doing in 
some better and more efficient way 
after they have been exposed to a 
slidefilm program. 


Tests of Proven Value 


These observations are related to 
the subject at hand, and because we 
know the value of tests of this kind 
and recommend them for any slide- 
film producer’s consideration, we 
feel justified in taking the time to 
mention careful 


check given our test pressings, we 


them. From the 
know that our product must meet 
very high standards, both as to ma- 
terial and the way we have finally 
translated or recorded the script as 
to levels, equalizations and signal. 
ing. If tests similar to the two sug- 
gested above are employed, we know 
the quality and effectiveness of the 
show will be improved. 

Now, on the specific subject of 
recording, there is much that can 
be contributed to making the final 
record a better component of the 
program as a whole. 

First, there is the recording ses- 
sion where actor and producer (and 
sometimes the writer) work to in- 





























A brand new slidefilm recording 


comes off the press ready to 

















play its part in a business pro 


gram for field release. 














(Pix by Morris & Associates) 


terpret the script so that ultimately, 
when the picture is on the screen, 
the narration or dialogue will be so 
integrated as to sound natural and 
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tinal 


session follows all! 
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Left: narrator Dick Gar 
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Below: electronic Signal 






































































have real meaning. The picture at 
that point must constantly refer to 
what is being said. Such correlated 
thinking is obviously necessary if 
the audio and the visual are to work 
together and to do a good job. 
Second, after the show has been 
“edited down” to the size and pace 


work of 


acetate master is at hand. Very early 


desired, the making an 
in our experience of recording slide- 
film shows, we recognized that a 
problem existed here which needed 
a good solution. We found that one 
of the most annoying problems to 
writers and producers of slidefilm 
programs had been the inexact plac 
ing or timing of the tripping signal 
so that picture changes were not 
when 


occuring exactly where and 


preferred. 
No Time for Pauses 


This was especially true of the 
automatic signal for picture changes 
in fast moving, tightly knit shows 
where there was no place in the 
narration continuity for the usual 
slight pause for signal generation 
and picture change. 

To overcome this problem and 
to meet ever-increasing demands fo 
closer tolerances, we decided to elim 
inate the human element of button- 
pushing, which at best was a var 
iable of 


reduce the 


some magnitude, and to 


entire matter to elec- 
tronic control. 

And so we invented the Electronic 
Signal Inserter which uses an excit 
er element placed on the program 


tape at any desired point and then. 


Inserter operating with 
tape machine as engi 
neer checks each siqnal 
against cued stript 


as far as the normally adjusted pro 


jector in the field is concerned, the 
trip will occur exactly when desired 
Many 


with this Electronic 


advantages are apparent 
Inserter, among 
them being: 

(1) facility in 
the trip 


exactly locating 
at time of mastering the 
producer can make any final adjust 
ments of one or more signals with 
out disturbing the others; 

(2) if anything happens to the 
acetate master in processing, an 
exact duplicate can be made at 


minimum cost and Joss of time; 


3) new techniques can be used 
for writing scripts since the loca 
tion or timing of the signal need not 
be a deterent factor; 

(4) the 
audible or the sub-audible signal (or 
hoth, if desired) ; 


(5) time is saved since the neces 


device will add the 


sity for a test pressing is eliminated 
under this method, as soon as the 


67) 


(CONCLUDED ON PAGE 








Dr. Nicholas Rose addresses [AVA 


Industrial Audio-Visual Executives 
Attend Seventh Annual Meeting 


Latest Audio-Visual Techniques Reviewed During 
Chicago Sessions; Elect Schieferly as President 


§ ip SEVENTH ANNUAL Meerine ment applicable to their company 


of the Industrial Audio-Visual need 
Association, held April 27-29 at Vhe 
Windemers Hotel set 


ome important precedents for it 


national organization 


Chicago's brought the important subject of 
qualitative film audience research 
membership of business audio-vi lo the attention of its member com 
ual executives and for the field at pani both through the medium 
large interested in the progress of of a guest speaker and through sub 
communication tools 


IAVA members and their guests 


reviewed a broad gamut of audio 


equent discussions 
During its business sessions, the 
ssociation adopted a constitutional 


and visual techniques and equip limitation on its total membership, 


Reet € 


|IAVA Past Presidents Share Honors with retiring chief executive Le: 
(Ford) second trom lett eive ne 

(Kratt Fe 5) 

extreme lett 


+ dinner 


ly during annual meeting program. 


restricting its future size to not 
more than 100 individuals. While 
it was indicated that this limitation 


New IAVA members pictured at 
Chic ago included (I to r) Bill Buch 
(Lederle); Henry Strub (Aluminum 
Fiduciaries); Ge orge Kennedy (U:S. 
Steel); Bob Williams (Ford Tractor) 


and Vic Johnson (Standard Oil, Ind 


Newly-elected officers and board members are [front row, | to 


‘ eae 
Jos. > meterly 


Hawkinson, treasurer: 


ecretar 
Ritt, Ken Penney 
2 x and Fre } Beach. 


es | 


may be later interpreted to allow 


100 companies to participate, a 
definite move toward better partic- 
ipation and continuing personal ac- 
tivity has been made. Other con- 
stitutional limited the 
membership to males only and en- 


provisions 


couraged the active attendance at 
future fall and spring meetings of 
every eligible member. 
Highlighting one of the best-at- 
tended and “most fruitful” annual 
programs in the organization’s his- 
tory was the election of Joseph 
Schieferly (Standard Oil Company 
(N. J.) 
Leo Beebe (Ford Motor Company ). 
Fred Beach (Remington Rand) 
and William Cox (Santa Fe Rail- 


way) were the newly elected first 


as president, succeeding 


and second vice-presidents. Contin- 
uing the high tradition of loyal 
(Continued on page 18) 


. r} Jonn 
president-elect; and Don Steinke 


. Back row (| to r) are regional directors C. T. Coneway, Michael 
. J . . d . 
B. A. Bailey, Frank Rollins and new vice-presidents Bill 


nn 
¥ 


‘ 
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Industrial Audio-Visual 
Executives Meet at Chicago: 


(CONTINUED FROM PAGE 46) 


service which they have given 
IAVA, were John Hawkinson, re- 
elected treasurer and Don Steinke, 
re-elected sec retary. 
Announce New Regional 
Directors for Coming Year 
Regional directors for the com- 
ing year are Frank S. Rollins (E. 
K. Squibb & Sons) for the eastern 
Michael Ritt 
Insurance Co.) central 
Kenneth E. Penney (Minnesota 
Mining & Mfg. Co.) northern re- 
R. Coneway (Humble Oil 
& Refining Co.) southern region; 
and B. A. Bailey (Mytinger & Cas- 


region: (Combined 


region; 


gion; C, 


ephone Co.) project chairman; and 
Alan W. Morrison (Socony-Vacuum 
Oil Co.) publicity chairman. 

The recently retired president, 
Leo Beebe is the new chairman of 
the past president’s committee and 
James Craig Motors 
historian of 


(General 
Corp.) continues as 
the organization. 

Impending program  arrange- 
ments will be handled by Ken Pen- 
ney (for western program affairs) 
and Edward P. Palmer (New Eng- 
land Telephone Co.) will assist on 
eastern program arrangements, in- 
charge of H. Frank Brown (Shell) 
N. Y. meeting chairman. 

New members present at the an- 
nual meeting included Robert B. 
Williams (Ford Tractor Division) ; 


Newly-appointed heads of standing committees pictured at Chicago were 
(front row, | to r) Alan Morrison (publicity); Walter Burton (technical); 
Charles Shaw (constitution). (Back row, | to r) Dean Blomeyer (member- 
ship], Ken Penney (western program); John Powers (projects); Jim Craig 


(historian), and Ed Palmer (eastern program). 


selberry) western regional director. 

Chairmen of IAVA standing 
committees for the new year were 
appointed by Mr. Schieferly. These 
include Dean Blomeyer (Caterpil- 
lar Tractor Co.) membership chair- 
man; Charles N. Shaw (Armour & 
Co.) constitution chairman; Walter 
Burton  (Minneapolis-Honeywell 
Regulator Co.) technical chairman; 


John E. Powers (Illinois Bell Tel- 


William H. Buch (Lederle Labora- 
tories); Victor E. Johnson (Stand- 
ard Oil Company (Ind.); George 
M. Kennedy (U. S. Steel Corp.) ; 
John H. (International 
Harvester Co.) and Henry E. Strub 
(Aluminum Fiduciaries, Ltd.) who 


Wessman 


became the first Canadian member 
of the association. 

members 
PAGE 72) 


Several other new 
(CONTINUED ON 


1AVA members and guests at a typical luncheon are s 

bottom at left). Included in the top s f 

Dean B meyer Alan Morris 

Jonn A M rf w jues?t ana J M Ke 
| 


+ right are 


Rose, quest sf 


eaker \|rea 7nG) an 
Kennedy, Bob Willian + Coe 
Third scene udes Bill Cox (back ¢ 


Bakke, R. S. Piasecki, Jack Wade, P. J 


kw 
T 


Steinke, Charies Fox, Henry Strut 


Hope 
camera) Fred McMullen 
Ryan (lilin 
and Red Hogan n the botffom picture are 


A. W. Nels 


juest; O 


Central quest 
Cliff Meadows, right 


T 


n, and D. G. Treichler 
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Minute Maid Corporation uses two different 
types of movies to help promote its frozen 
products at both dealer and consumer levels. 


To put it on the shelf... 

Last year, Minute Maid’s salesmen marched 
into meetings of wholesale grocers and chain 
stores, set up their Kodascope Pageant 
Sound Projectors, and presented “The 
Parade of Stars,”’ a 25-minute film covering 
Minute Maid’s consumer advertising and 
sales promotion program. The movie enter- 
tained and convinced. The use of film also 
helped to assemble all buying influences in 
a single room for the presentation, greatly 
reducing the selling time required. 


To move it off the shelf... 


To entice consumers, Minute Maid showed 
another movie, “The Marvel of Minute 
Maid,” to home-economics groups, P.T.A. 
meetings, men’s and women’s club groups, 


LF hy 


sh 


Pus) SOLUTION: 






PROBLEM: 


and surveys to industry. 


How do you sell weather? 


Put it on slides. 


Weathercasts of America, with offices in St 
Lovis and New York, is a firm of weather consultants providing forecasts 


How movies help Minute Maid 


and similar organizations. It tells the story 
of concentrated fruit juices from tree to 
table. Narrated by Bing Crosby, this film 
has played an important part in squeezing 
the orange juicer out of the American 
kitchen. And it has helped to make the 6-o0z. 
can of frozen concentrate one of the most 
common items in the housewife’s shopping 
basket. 


To keep salesmen moving faster... 


Minute Maid Corporation uses 8 Koda- 
scope Pageant Projectors in its sales pro- 
gram. “The Pageant’s easy portability makes 
it ideal for sales calls,” says James Rayen, 
Minute Maid Advertising Manager. “/r's 
easy to set up and operate, too. Yet it does a 
regular ‘theater job.’ What's more, when our 
salesmen are out on the road, their projectors 
have to take a lot of knocking around. But 
because of its pre-lubrication feature, the 
Pageant can take it... and without a bit of 


NAME__ 


EASTMAN KODAK COMPANY ia 
Dept. 8-V, Rochester 4, N. Y. 


Please send name of nearest Kodak Audio-Visual Dealer, 
complete information on equipment checked: 


[_] Kedascope 16mm. Pageant Sound Projectors [| Kodaslide Table Viewers 

























warm up sales for frozen orange juice 


maintenance. We've never had a breakdown,” 
Like Minute Maid, you, too, may find the 
answer to your need for a dramatic sales tool 
in the Kodascope Pageant. Ask your Kodak 
Audio-Visual Dealer for a free demonstra- 
tion or mail the coupon for full details. 


SO 





Kodascope Pageant Sound Projector. There are 6 
models to meet every 16mm. visual or acoustical 
need. Prices start at an amazingly low $375 
(subject to change without notice). 


y 








In selling its services, Weathercasts’ salesmen use an easily portable 
Kodaslide Table Viewer. Slides show rudiments of meteorology and 
steps taken by Weathercasts to relate weather to client's own particular 
operation. 

“We have found the Kodaslide Table Viewer helps us cut selling 
costs,” says President William J. Hartnett. “Since the service we sell is 
rather complex, selling with the Viewers requires fewer call-backs. The 
potential customer gets a vivid Kodachrome Film story the first time.” 
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Reeves Executives Calls Academy 
Award Dawn of New Sound Era 
* The 
Soundcraft Corp by the Academy 
of Motion Picture Arts and Sciences 


recent award to Reeves 


“for developing the process of ap 
plying stripes of magnetic oxide to 
film for sound recording and re 
production’ was hailed last month 

recognition of the beginning of 
a new era in motion picture sound 
Frank B. Rogers, Jr.. vice president 
of Sounderaft, declared that “the 
Magna-Stripe process, which stripes 
film with one or 
tracks, is 


picture sound,” 


MGM, Warner, 20th 


lox and DeLuxe Laboratories have 


more magnet 


revolutionizing motion 


Century 


all been licensed by Sounderaft to 
Magna-Stripe 


making magnetic 


use the process in 
release prints of 
movies photographed by the Cin 
emascope technique featuring wide- 
screen action and stereophonic 
sound 

Notes Comparative Limits 

“Optical sound is generally lim 
range to 6.000 
sound waves per second,” Mr. Rog- 


ers said, his is less than the 


ited in its upper 


range of some human voices. 
“The FM sound broadcast with 
the television picture has a range 
greater than that of 
the human voice, going to to 12,000 


considerably 


per second and, with good equip 
ment, considerably higher. The best 
phonograph records, these days, 
when played on good equipment, 
will go still higher, up to 15,000 
per second, which is the 


limit of the human ear. 


Turn to Magnetic Sound 

“The film industry using optical 
sound, soon found that they could 
not compete with this improved 
sound in the home. The situation 
was further complicated by the fact 
that optical soundtracks, as the film 
prints get old, pick up considerable 
dirt, fingerprints and scratches, all 
of which are reproduced as extrane 
Such blemishes affect 
magnetic sound very little, if at all. 

“The 


turned to magnetic 


ous sound 
movie producers quickly 
sound for re- 
cording, and for the last three years 


practically all original sound re 


ALONG THE PRODUCTION LINES 


Hollywood has been re 
magnetically, Now the 


corded if} 
corded 
Magna-Stripe process is also revolu 
lionizing Hollywood sound record 
ing in mixing, dubbing and edit 
ing 

“Until recently, however, all re- 
lease prints carried optical sound 
tracks,” Mr “Now 


more and more theatres are con- 


verting their existing projection 


equipment to handle Magna Stripe 


magnetic release 


prints.” Ld 

. , . 
Alaska, Hawaii are Territories 
* Scurrying past the Ides of March 
to get out our otherwise impeccable 
No. 2 Issue, we overlooked certain 
points of territorial and municipal 
pride. 

From our friends in Hawaii and 


Alaska we 


hasten to beg indulg 


“Ejection Seats” 
for 
UNITED STATES NAVY 


. , ys 
2. 


> — 
os 


ence. Our geopolitical editor stern- 
ly reminds us that these two beau 
tiful and bountiful lands are incor- 
porated Territories of the United 
States—-not. as we indicated in the 
directory of audio-visual dealers, 
Possessions. 

Withdraws Road Show Ruling 

* A rule excluding road show op- 
erators from the benefits of the 
“hook rate” 
shipments was in effect withdrawn 
by Assistant Postmaster General N. 


postal law for film- 


R. Abrams recently. 

Answering a 
National 
Abrams expressed doubt that the 


protest from the 
Audio-Visual Association, 
law’s restriction against use by 
“commercial theatre” operators ap- 
plied to all road show operators. 
Now the post office will consider 


each case om its merits, he said. 


> 


ts! gl? is 
i 
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producers for over a 


quarter-century 


Slide films ¢ Motion pictures ¢ Films for TV 


Company 


Girl Scouts Campaign 
for Lighted Schools 


Sponsor: Girl Scouts of the U.S.A. 

Title: Lighted Windows, 20 min. 
b/w. produced by the Girl Scout 
Visual Aid Service. 


*% This film. based on actual Girl 
Scout experiences, tells how a group 
of teen-age Senior Girl Scouts insti- 
gate the opening of schools for after 
The plot unfolds 


when all schools in a town are closed 


hour activities. 


for after-hours meeting because of 
lack of funds. 

The Senior Scout Planning Board 
starts a survey that reveals a lack of 
recreational facilities throughout the 
city. Then, facts and figures gath- 
ered by the girls are placed before 
community leaders by the adults on 
the Girl Scout council. 

a “Lighted School 


campaign, spearheaded by 


Through 
House” 
the girls, the entire community be- 
comes interested and a city-wide 
referendum is held. 

As a result the schools are opened 
again for community use. More than 
150 girls and adults from the south- 
east section of the Bronx, New York, 
took part in the film. 

Lighted Windows is the latest in 
quite a series of Girl Scouts’ visual 
aids. In addition to the new release, 
the Girl Scouts’ film catalog lists nine 
other motion pictures available for 
sale or rent. Each comes with a 
study guide. Special 14-minute tele- 
vision prints are available of each 
film, and 35 mm movie theatre prints 
are offered on some subjects. 

In addition to the Girl Scout mo- 
tion pictures, three television spot 
announcements—on Girl Scout week, 
volunteer recruitment, etc. are 
available, and two theatre trailers. 
For training purposes, eleven color 
filmstrips have been made and a 
goodly number of pamphlets, fliers 
and flip charts. 

The Girl Scouts Visual Aids Serv- 
ice will provide short film acknowl- 
edgements (for $8) to any Girl Scout 
councils who have films given them 
by local industries or merchants. 
Sample: “This film was given to the 
Buffalo and Erie County Girl Scout 
Council by the Lenor Department 
Store.” 4 


New Jam Handy Pittsburgh 
Offices in Gateway Center 

® New Pittsburgh offices for THe 
Jam Hanpy Orcanization, INnc., 
were announced recently by the 
company. The offices are located 
in the Colonel Henry Bouquet build- 
ing, Gateway Center. 
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THE WORLD'S MOST COMPLETE ASSORTMENT 
OF PHOTOGRAPHIC EQUIPMENT FOR 


TV. aud, Motion Pictine Stidiog 


New PROFESSIONAL JUNIOR 












Adjustable wood BABY TRIPOD 
—for Prof. Jr. friction 


PACKAGED LIGHTING WITH 
and geared heads . 


COLOR-TRAN 





— studio lighting in a suitcase 








FAMOUS 
‘controlled 


Has substantial shoe and spur | 


Measures from floor to flange 





action” 


SMALL GYRO 
TRIPOD 


25" extended —17” 


collapsed. $75 



















Two speeds—siow and fast 
—for both panning and tilting. 
Helps you capture fine scenic views 
and fast-moving sports events. Espe- 














~! Imagine being able to use two 5000 watt units 


cially recommended for 16mm Mitchell, on a 30 amp. fuse — COLOR-TRAN will do it! Senior Kit 

16mm Maurer, B & H Eyemo Kit contains 2 light heads, 2 Superior stands and $237 50 

and similar cameras. $600 proper size COLOR-TRAN converter to match. : 
Packed in compact case. Other style 


kits available. 


. Write for COLOR-TRAN Catalogue. 


Presto-splicer 
GIVES PERMANENT SPLICE 
IN 10 SECONDS! 


o 


Ws 





ELECTRIC 


STOP MOTION MOTOR FOOTAGE TIMER 


FOR CINE KODAK SPECIAL 





Dual model for both lémm 


Runs forward or reverse, 110 and 35mm. Large white num- 





AC synchronous motor with frame 
counter. May be run continuously 
or for single frames. Camera 
mounts without special tools. 


$450 


Also available — Stop Motion 
Motors for 16mm—35mm B & H, 
Mitchell and other professional 
cameras, 





*9.5mm Lenses in 16mm C mount. 18.5 (extreme wide angle-flat field) Lenses 
available in mounts for all 35mm Motion Picture Cameras. *PHOTO RE- 
SEARCH Color Temperature Meters. “Electric Footage Timers. *Neumade 
and Hollywood Film Company cutting room equipment. Griswold & B.&H. 
Hot Splicers. *DOLLIES * Bardwell-McAllister, Mole Richardson, Century and 
Colortran Lighting Equipment. Complete line of 16mm and 35mm Cameras. 


erals on black background. Accu- 
rate reset dial. Switch controlled 
by operator, who selects either 
lémm operating at 36 feet per 
minute—or 35mm operating at 
90 feet per minute . . . or both 


in synchronization. $95 
Single model, either 16mm or 


35mm $45 





Especially good for splicing magnetic 


film. Butt Weld type for non-perforated 
or perforated film. lémm, 35mm or 


70mm. $547.80 


16mm or 35mm models— 


for perforated film 










FRANK 





GRISWOLD 
HOT FILM SPLICER 


Model 8-2 for 35mm silent and sound 
film. Precision construction makes it easy 
to get a clean, square splice with accur 


ate hole spacing. Nothing to get out of 


order $65 


Also Bell & Howell 8mm, lémm and 
35mm Hot Splicers and B & H Lebora 


tory model Foot Splicer 


ZJUCKER 


i tee 


rlelr ing jewelers sell watche 


Promoting Watch Sales 

Sponsor: Swiss Federation of Watch 
Manufacturers. 

Title: Answers That Sell the Fine 
Swiss Watch, 15 min, b/w, pro- 
duced by Transfilm Incorporated 

® In this year of increased emphasis 

on the importance of real selling, as 
against the too-long customary re 
tail order-taking, the Swiss Watch 

Manufacturers are urging jewelers 

to sharpen their techniques in order 

to move goods faster. 

This film, laid in a typical Ameri 
can jewelry store, poses a series of 
sales situations and by demonstration 
provides the best answers to make 
the sale. It covers not only the verbal 
techniques of salesmanship, but dis 
play and other points as well 

Inswers will be shown at jew 
elers’ trade meetings, conventions 


and similar jewelry trade functions 


Jobs for Handicapped 
National 
Manufacturers 
Title: 

141% min, b/w, 


Sponsor: Association of 
Unlimited, 
produced by Ay 


thur Lodge Productions 


Opportunities 


*® This film, produced in coopera 
tion with the President's Committee 
on the Employment of the Physically 
Handicapped, tells of the dramatic 
strides made by persons with physi 
cal handicaps in winning acceptance 
by industry in competition with the 
able bodied 


person is handicapped in some re 


It points out that every 


spect, that in the individual case it 
is a matter of degree. The film traces 
the tremendous efforts exerted by 
many with severe handicaps to over 
come them during medical treatment 
and the process of rehabilitation. 

Individual success stories drama 
tize how careful job placement over 
comes physical handicaps often re 
sulting in outstanding attendance 
and production records. Some han- 
dicaps can even be turned to advan 
tage, the film shows 

Opportunities Unlimited was pro- 
duc ed in a large measure from foot 
NAM’s 
weekly television newsreel, /ndustry 
‘on Parade. \t is available from the 
NAM Motion Picture Department, 
14 West 49th Street, New York 20. 


age taken originally for 


what's new in business pictures 


HOW FIVE CURRENT MOTION PICTURES SERVE INDUSTRY 


This New U.S. Plywood 
Film Fails to Deliver 


Sponsor: United States Plywood 
( orp 

Title: Seeing Is Believing, 22 min. 
color, produced by the Baldwin 
Organization. 

*% Edwin Arlington Robinson would 

turn over in his grave if he could see 

what the U.S. 


done with his brain child, Miniver 


Plywood Corp. has 


Cheevy 

Miniver turns up as the protagon 
ist of a film that is designed to con 
vince home-owners that “do it your- 
self’ home improvement is so easy 
anyone can do it. The theme is a 
good one 


With more and more peo- 


ple beginning to help themselves in 


fixing up the house, good films on 
the subject are in big demand. 

jut with a ready-made audience 
waiting for well-made films on home 
improvement, it is difficult to see why 
the sponsors of this film have found 
it necessary to lard it so over-gen- 
erously with ridiculous fantasy that 
would bring sneers from an audience 
of four-year olds. 

Can Plywood and its part in home 
modernization be so completely dull 
in itself that its story has to be fan- 
cied up with leprechauns and other 
preposterous hokum throughout the 
film ? 

The score winds up to be about 
75% nonsense and 25% useful in- 
formation. That ratio is not good 
enough. 








which includes: 


W Repairs 


Cost? Surprisingly low 





ring 


ie 
Film Libraries ~. 


for PEERLESS TO PUT YOUR PRINTS 
IN CONDITION FOR FALL USE 


Every summer, film libraries all over the country en- 


trust their prints to us for PEERLESS-SERVICING 


J Inspection Jf Scratch Removal J Replacements 
Cleaning 
J'Peerless Treatment’ to resist future damage 
Cleaned up and rejuvenated — back the prints go to 
you, ready for hard use again in the fall. 


Write for price list! 


EERLESS 


FILM PROCESSING CORPORATION 


165 WEST 46th STREET, NEW YORK 36, N. Y. 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


df Rehumidification 











What makes customers buy? (below) 


Human Side of Selling 
Sponsor: Mullins Corporation. 
Title: This Thing Called Salesman- 

ship, 34 min, black/white, pro- 

duced by The Jam Handy Organ- 
ization. 
* Because buying behavior is hu- 
man behavior, effective sales stimu- 
lation must be based on a clear 
knowledge of human behavior. 

To re-emphasize this fact to its 
advanced sales force, the Youngs- 
Kitchens Division of the 
Mullins Corporation parented This 
Thing Called Salesmanship. 

Designed for group sales training, 
the film argues intelligently for a 
total approach in selling modern 
kitchen equipment. This Thing 
Called Salesmanship bids salesmen 
to learn well what people buy, how 
they reach their decisions to buy, 
and why they are moved to buy. 

The human inclinations and ha- 
bits which motivate original desire, 
contemplation and final purchase of 
an item, large or small, necessity or 
luxury, are exemplified as the film 
takes its audience behind the scenes 
of sales situations. 


town 


Introducing a Product 
Sponsor: Scott Paper Company. 
Title: In These Hands, 14 min, col- 

or, produced by Wilding Picture 

Productions, Inc. 

* A new industrial paper wiper re- 
cently introduced by the Scott Paper 
Company may some day make a 
thing of the past of the time-honored 
system of wiping down oily machine 
tools and parts with rags. Scott’s 
industrial wiper, which has been 
under test for over a year, is a tough 
lint-free paper embossed with thou- 
sands of little dimples to increase 
absorption and strength. It is said 
to be much more efficient and eco- 
nomical than rags for general indus- 
trial cleaning and wiping down ma- 
chinery. 

To introduce the product in the 
field, Scott is using a new film, Jn 
These Hands, which is shown in a 


continuous “suitcase” sound projec- 
tor and taken right into the plant 
manager's office by Scott representa- 
tives. It is a straight selling film 
which effectively demonstrates the 
product “in action.” 
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"Street Corner U.S.A.” 
with Clete Roberts 


.. filmed for Television with the AURICON 


“Super 1200” 16mm Sound-On-Film Camera 


Again, for the 4th consecutive year, Mr. Clete Roberts 
uses Auricon 16mm Sound Cameras to shoot his latest 
national television show “Street Corner U.S.A.” 


On this National TV Poll, viewers can see and hear 
public opinion on the most interesting and provocative 
subjects in America today. 


Clete Roberts, Commentator-Reporter, says... “Our 
Cameramen have shot over one miilion feet of Auricon 
16mm Sound-On-Film and have used virtually every 
foot of film taken with our Auricon Cameras!” 


Write for your Auricon Catalog, describing the 
“Super 1200”...a superb photographic instrument, 
sold with a 30 day money-back guarantee. You 
must be satisfied! 


Shown at right of “Super 1200” is Clete Roberts, Commentator-Reporter 


for “Street Corner U.S.A.” Operating the Auricon “Super 1200” 16mm BERN DT- BACH, INC, 


Single System Sound Camera is Charles “Chuck” Short, |.A.T.S.£. Cameraman. 
7387 Beverly Bivd., Los Angeles 36, Calif. 


iN fw (Fl 


CIME- TR ane iT Sou 
SOUND-ON- FILM EQUIPMENT SINCE 1931 — Auecon ro gn ie u ne macoeeen 





Medic to Learn Treatment of 
Chest Wounds from Navy Film 
* When a G.1. drops in battle, first 
aid must be swift and sure becaus 
evacuation is slow and uncertain 

Sucking Wounds of the Chest, a 
new addition to military training 
films, deals with an injury target 
area which provides one of the 
highest death rates among all com 
bat wounds 

Sponsored by the United States 
Navy and produced by The Jam 
Handy 141,- 


minute sound and color film en- 


Organization, the 


deavors to improve the ability of 
company aid men and _ hospital 
corpsmen to treat perforated chest 
wounds, 


The film 


the rescue-trainee how to recognize 


systematically shows 
the nature of these wounds: one 
tell-tale signal is a sucking sound 
heard in the chest area of the 
wound. The sound of such a wound 
18 reproduc ed as it would be heard 
in a combat situation 

the blue col- 
oring of the lips and ear lobes 


A second symptom 


is rendered in color as it would ap 
pear in an actual injury 

CAUSES of 
prefaced by 
animated studies of the normal a 
tions of the diaphram which make 
adequate breathing possible. The 
breathing fails 
when an opening through the chest 


Explanation of the 


these symptoms are 


film shows how 


wall and pleural sac brings outside 
air pressure around the lung 

Quick performance of the five 
steps pictured in the film puts 
chance on the side of the gasping 
G1, 

By life-and-death-like instruction 
in every phase of first aid for chest 
wound injuries, Sucking Wounds 
of the Chest will prepare corps 
men to do their job effectively 


Coast Guard Gives Boaters More 
Lessons in Smart Seamanship 

* Safety on the Water, a new 16mm 
28-minute film sponsored by the 
United States Coast Guard depicts 
maritime precautions for commer 
cial and pleasure boat owners and 
operators, 

The black and white film is a 
follow up of You're Being Boarded 
It shows boatmen the importance of 
providing equipment beyond legal 
minimums. It stresses the need for 
sound knowledge of seamanship and 
small boat handling, vital for the 
safe operation of such craft. 

Salety on the Water has been 
cleared for television. It may be 
scheduled for showing upon request 
to: Chief, Public Information Divi 
sion, U.S. Coast Guard, Washington 
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Value of Wire Rope Explained 

in United States Steel Film 

* The design and use of wire rope 
are pictured in Technicolor in the 
United States Steel Corporation’s 
newly-released motion picture, 
Speaking of Wire Rope, produced 
by Roland Reed Productions. 

With the story of a young wire 
rope technician, the 33-minute pro 
duction explains many types of wire 
rope design, stressing that proper 
selection of rope is all important to 
engineers. 

Manufacturing sequences, tests de- 
signed to insure quality, and facts 
on maintenance have an important 
place in the film. Application scenes 
taken at Sun Valley, New York, 
New Hampshire, and in 
quarries, fishing grounds and oil 


mines, 


fields all over the country, show 
wire rope at work on all kinds of 
jobs to meet the needs of the home 
and industry. 

* . * 
Fun of Model Toys Portrayed in 
Color Film, “‘A Toy for Timmy" 
* Selling toys is a problem in sell- 
ing Dads as well as little boys. 

In A Toy for Timmy, a 15-minute 
color film, Charles William Doepke 
Mfg. Co., Rossmoyne, Ohio strives 
to convince youngsters and parents 
of the values of its model toys. 

A simple scenario written by 
Dick Ashbaugh, humorist, tells how 
one small boy learns about model 
toys, steel scale construction equip- 
ment and fire engines. 

A Toy for Timmy, produced by 
Brown-Hillebrand Productions of 
Cincmnati, replaces a film spon- 
sored four years ago by the toy 
manufacturer. Potential Timmies 
will see the film in schools and on 
t.v. Dads will view it at civic and 
other group meetings. Inquiries 
should be directed to the Doepke 
Co. 

* ” 


* 

Pipe Manufacturer Tells Product 
Story in New 18-Minute Picture 

* A color documentary film, Pipe 
Dream Come True, has been com- 
pleted for Orangeburg Manufactur- 
ing Co., Inc., Orangeburg, N.Y.., 
manufacturer of underground elec- 
trical fibre conduit and bituminized- 
fibre drain and sewer pipe. 

An 18-minute Princeton Film 
Center production, Pipe Dream 
Come True recounts man’s fight to 
control water. This leads into the 
specific manufacturing processes and 
applications of the Orangeburg prod- 
uct to non-pressure purposes. 

The film plumbs Orangeburg’s 
contribution to house-to-sewer and 
house-to-septic tank systems, base- 
ment flood prevention, and in var- 
ious areas of farm drainage. 

The company plans national ex- 
hibition of the film. 
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One-Stop Source for Film Production Equipment 


‘‘The Department Store of the Motion Picture Industry’’ 





The MOY 16 & 35mm Visible Edge 
FILM NUMBERING MACHINE 


Fills the bill for orderly handling of negatives 
or prints—where edge numbering is a MUST. 
Guides projectionist in matching exact frames. 


This non-intermittent unit has automatic metal numbering block, 
prints black or yellow. Film passes over drying rollers before 
being rewound—Central lubrication, 2000’ capacity, speed 50’ 
per min. 16mm model prints between perforations only—35mm 
prints between perforations or on outside edge as specified. 
Both negative and positive films can be numbered. 


Most Recent Purchasers are: 


, ‘ 
Moody Bible Institute, Los Angeles With new, improved inking system 


American Optical Co., Buffalo, N. Y 
Cinerama Productions, New York $2,250 





Bardwell & 
McAlister 
MULTIPLE 
FLOODLIGHTS 









For indoor and outdoor use. 3 BOXES EACH WITH SOCKETS to 
hold four 150W R40 lamps. Overall size 62’x30"x30". Tripod 
stand has two folding 1%" tubular steel orms 28” long, to which 
lamp heads are attached. Detachable head 2” long x 2%" x 3” 
high. Has 3—4”" RUBBER TIRED CASTERS. 

Government Surplus. New Condition. . Fy $29.50 


SAME with one box to hold 4—150W projector lamps, $22.50 


Multiple Lamp Heads only......... ..$ 4.95 
Telescopic Tripod Stand only with 3 brackets . 19.95 


May be used with Colortran Converters 
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DEVELOPS + 
FILM 
in a jiffy 


Remove the guess~-see 
quickly what's in that film 


you've sweated and slaved 
BRIDGAMATIC 470C—-one of 12 models, 


over, instead of killing valu including color machines 


able time waiting for an out- 


side lab. BRIDGAMATIC tells 


the tale instantly—protects BRIDGAMATIC JR. $1095 


Fine for TV Stations, pos. speed 600’ per hr. 


precious negatives and sound 


tracks 
Compact—occupies little space. 


Durable—all stainless steel tanks. 
ical—c less than V r 16mm ft. 
microfilmers —- do the job on Economical—costs less - be 
your own premises — control Low Upkeep—simple design, trouble-free. 
your production from the start Performance—proven in hundreds of installations. 


Producers, TV stations, small 
labs., colleges, photo finishers, 


DIFFERENTIAL REWIND Gimmick 


--Rewinds 16 & 35mm Reels Simultaneously 


Guarantees absolute uniform ‘‘take up" 


® Simply slide “Gimmick” on any KEYWAYED re Few of the users: 
wind spindle. You NEVER throw slack—regardless of American Broadcasting 
varying sizes of rolls or widths of films (16 or 35mm Consolidated Films 
@ With this clever Differential Rewind Gimmick on General Film Lab 
each rewind spindle you can go through the syn Houston Color Lab 
chronizer backward and forward at will 

Paramount 
®@ Film cutters and editors can save its cost on a single Pathe Lab 


editing job 


537.50 Each - *69 Pair 


20th Century Fox 


DEPT. H, 602 WEST 52nd ST., NEW YORK 19, NV. Y. 
Phone: Plaza 7-0440 - Cable: SOSOUND 









Ford Film, “One Out of Seven” 
Notes Jobs in Auto Industry 

® One out of every seven Americans 
makes his living in some section 
of the motor vehicle transportation 
industry. 

Ford Motor Company gives this 
job-word-to-the-wise in One Out of 
Seven, a new 20-minute black and 
white film which had its premiere 
in Buffalo, New York recently at 
the annual convention of the Amer 
ican Personnel and Guidance Asso 
ciation 

Produced with the aid of Michi 
gan school and college guidance 
Out of Seven in 


forms its audience that 


counselors, One 
whatever 
kind of work Americans want to 
do they can find it in the automotive 
business 
Automotive manufacturing alone 
employs more than 900,000 people 
in more than 5,250 job classifica 
relations and re 


Nearly an 


other two million people hold jobs 


tions, the 


public 
cruitment film) states 
in the retail and servicing end of 
this business 

Scenes of many men and women 
welding 


young and old testing 


engineering, managing, selling, and 
designing document the talents thi 
industry puts to work 

Pictorial deseriptions of appren 
tee foreman and management 
training programs point to advance 
ment avenues. Ford “factories ol 
tomorrow” encourage future work 
crs with a picture of brain and 


button-pushing labor 


“Mighty Miniatures'’ Describes 
Manufacture of Minute Bearings 
© Mighty 


Miniatures, a new 15 
lomm sound film in full 
color, offers practical information to 
enuvinec4rs and imstrunme nt designe tT 
It was produced by Miniature Pr 
Keene, 


cision Bearing Tn of 


NH 
The film deseribes the manulac 


Inspec tion of 


ture and miniature 
bearings and their application in 
precision mechanisms. It shows in 
detail how bearing rings are ma 
chined and polished and how the 
completed assembly is tested for con 
centricity, torque, ring diameter and 
other dimensions and characteris 
tu Footage is devoted to the man 
ufacturer’s quality control program 
and packaging methods 

Prints are available for showing 
be fore te hnical societies and engi 


neering groups. They may be ob 


BRIEF 


REVIEWS OF 


tained by writing the Engineering 
Miniature Precision 


Keene, N.H. 


De partment 


Bearings, Inec.., 


* ca 


Film Shows How Insurance Helps 
Towns Recover from Tornadoes 

* After the terror of a fierce wind 
subsides, torn communities 
face the tough challenge of re 
building The 


these communities have in rebuild 


storm 


greatest single aid 


ing is the payment of losses by 
Wind and the 
Fury, a new 16mm color film, spon 
sored by the National Board of Fire 


l nderwriters 


insurance says The 


The 15-minute film documents its 


theme with footage shot in the 


CURRENT SPONSORED PROGRAMS 


debris of last year’s tornadoes in 
Waco, Texas, Columbus, Ga., and 
Worcester, Mass. 

Harsh realism sounds from a nat 
ration by voices of actual tornado 
survivors. These tape-recorded 
“voices in the wind” and scenes 
showing how the communities were 
rebuilt tell the insurance story. 

The Wind and the Fury was 
written and directed by George P. 
Johnston of Washington Video Pro 
Washington, D.C. 
The production was supervised by 
J. Wendell Sether, NBFI 
relations manager. 

The film is available in black and 


white to t.v. stations. 


ductions. Ine.. 


public 


Color prints 
are available for schools, clubs and 
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Since ABLO . 


DE FRENES 


1909 BUTTONWOOD STREET * PHILA. 30, PA. 
Ritrennouse 6-1686 


Droducers tf 


AMelion Brelwveos 


35 MM-16 MM-COLOR-BLACK & WHITE 
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Booking re 
quests should be made to the Bureau 


civic organizations. 


of Communication Research, Inc., 
13 E. 37th Street, New York 16, 
N.Y. West of the Rockies. the 
address is The National Board of 
Fire Underwriters, 465 California 
Street, San Francisco 4, Calif. 


* o a 


American Bakers’ Assn. Film 
Stresses Importance of Bread 

* Bread’s importance as one of 
the seven necessary foods is reit 
erated in Keep Your Balance, a 
new film, sponsored by the Amer 
ican Bakers’ Association. 

The first in a series produc ed for 
the Association by Kling Studios, 
Chicago, the public relations film 
features Dr. Norman Jolliffe, author 
of the book, “Reduce and Stay 
Reduced.” 

This series is planned for show 
ings on t.v. and to civic organiza 
tions, schools and at food shows 


ss a * 


“‘New Frontier in Wall Paint’’ 
Shown by O’Brien Corporation 
* Twelve years of research and de- 
velopment 1572 experiments 
were required to successfully com- 
bine alkyds with thermolyzed oils 
in a flat wall paint. O’Brien Corpo- 
South Bend, 


telling its audiences this product 


ration, Indiana, is 
story with a 25-minute color 16mm 
sound film, Alki-Therm. Neu 
Frontier in Wall Paint. 

The sales promotion film shows 
how the corporation finally man- 
aged to blend the alkyds with their 
patented thermolyzed oils an 
achievement it calls revolutionary 
in the paint industry. Paint-making 
scenes move through the scientific 
development story. 

Produced by the Frink Studios 
of Elkhart, Ind., the free loan film 
can be obtained by contacting any 
local O’Brien dealer or by writing 
the corporation at South Bend 1, 


Ind. 


* * > 


Antenna Seen as “Vital Link’ 

In Channel Master Corp. Film 

*Learning only 14% of the nation’s 
television set owners know that an 
tennas are devices that 
largely determine the quality of the 
t.v. picture, Channel Master Cor 
poration 


complex 


recently prepared The 
Vital Link, a 13-minute sound film. 

The Vital Link des« ribes the fun 
tion of antennas, why different an 
lennas are necessary and how they 
reduce “snow.” “ohosts,” and other 
reception flaws. The antenna is seen 
as the “vital link” between the sta 
tion and the set. 

Free 16mm prints are available 
from Association Films exchanges 
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feature 


"Mrs. 


Hazard's House” 
Reed Hadley in narrator 


5 role. 


Prudential Child Safety Film 
Picked for Cleveland Festival 


® Mrs. Hazard’s House, a \3-min- 
ute safety motion picture, sponsored 
by the Prudential Insurance Com- 


pany of America, will be among the 
exhibited at the 
June 16, 


recent films to be 
Cleveland Festival, 
17. 


The 16mm color film wags 


a fin- 
eer at booby traps which imperil 
children in the home. It was recent- 


ly premiered before 200 represent- 


atives of public health, child wel- 
fare and safety groups at the Bilt 
more Hotel, Los Angeles. Vrs. 


Hazards House keynoted this meet 
ing which mapped the 
Angeles City Health Department 
Child Safety Week program. 
Accenting the home 
phase of the 
gram. the film is being distributed 
throughout 11 
the Territory of Hawaii. 


recent Los 


accident pre 
vention safety pro- 


western states and 


Urs. Hazard’s House uses live 
action and animation to signal its 
alarm. It was produced by King 
Horton Productions of Hollywood, 
Calif. It stars Reed Hadley, televi- 


sion film personality, James Brown 


and Randy Stuart in a script by 
William Robson. Harold Daniels 
was director. 

* * * 


Chain Saw Demonstration Film 
Shows Use in Forest, on Farm 
¢ Advantages of chain saw operation 
are demonstrated in a 
minute film, Chain Saws 
into Money. 

Sponsored by the Homelite Cor- 


poration, the 16mm, black and white 
film is directed at farm, 
club audiences and t.v. 
the chain saw 
scribes the 
chain saw enables farmers to earn 
additional income. 


shown. 


new 30- 
Turn Trees 


school and 
It presents 
operation and de- 
by which the 


process 


The use of the chain saw in clear- 
cutting farm and 
its work on other farm projects are 
Safety factors in the woods 


ing land, wood 


and good forestry practices are 
marked. 
Direct all tv. requests to The 


Princeton Film Center, Inc., New 
Jersey. 

* * + 
3 Slidefilms Featured in RCA 
Sales Program for Retailers 
* Forty actors delineate sales prob- 
three 


as the 


lems and answers in color 


slidefilms to be used visual 


segment of a new RCA Victor Com- 
pany training course for 25,000 re 
tailers. 

In a motion picture feature ap- 


proach, with story lines, character 


development and situation comedy, 
the three 


stvlized sets and 


slidefilms incorporate 20 
costumes 
from early Egyptian to contem 
porary. 

Produced by On 
Princeton, N.J., the 


20 to 30 per cent more frames than 


Film.  Ine.., 
films contain 
is usual in strips of comparable 
length. 

The slidefilms will be 


small conferences of five to 15 re 


screened at 


tail salesmen and will be presented 
by the 
This system 
actually 


program as 


RCA distributing organiza 
attend 
participate in the 


tion. allows all 
ing to 
problems 


they discuss 


presented on the screen. 
The big 


production 


slidefilm 
films 


approach to 

gives the enter 
similar to motion 
according to Robert Bell, 
president of On Film, Ine. 


“There 


tainment value 


pictures 
is no reason why a film 


strip has to be a poor cousin of 


the motion picture and confine itself 


to the blackboard lecture tech 
nique sell said. “Filmstrips 
can and should be exciting for the 


audience to see and hear.” 





COLOR SLIDEFILMS 


FOR INDUSTRY 


COLOR FILMSTRIPS 


FOR EDUCATION 


Specialized equipment and the know-how of a group of specialists who 
have produced over 350 color films. If you have a production problem, 
contact Henry Clay Gipson, President . . . 


FILMFAX PRODUCTIONS, 10 E. 43, N.Y. 17, N.Y. 
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Bright, clear pictures 
even in “full- daylight” 


*— _ 


classrooms 


Now classrooms don’t have to be 
darkened 
sharp, clear pictures! The 
maximum clarity and contrast 

either color or black and white. 


lets students write while 


In addition, the EDUCATOR “500” 


@ EASY TO OPERATE. Exclusive AO 
film unit makes filmstrip insertion 
exceptionally easy. A twist of the 
knob, and special pressure plates 
open or close. Scratching and warp 
ing completely eliminated. 


@ CRISP, SHARP IMAGES. High-quality. 
AO lenses, ground and polished to 
precision standards, make pictures 


exceptionally vivid help hold 
audiences’ full attention. 
@ COOL, QUIET OPERATION. AC motor 


fan cooling unit runs quietly and 
keeps lamp house cool to touch, even 


American 


plica ad 


even in modern buildings with whole walls of windows 


AO EDUCATOR “500” 
Saves you the trouble 


combines these 





“500 ” 


for 2” x 2” slides and 
filmstrips 


96% 


extra 





to get 
projector will give you 


..more than most 750-watt projectors for 


and expense of blinds 


you show slides 


AO quality features: 


after hours of operation. Films or 


slides can't ever scorch 


@ EASY CENTERING, Convenient fin 
ger-tip controls raise or lower pro 
jector for fast, easy centering. Auto 
focus slide changer keeps all slides 
centered regardless of mount 


® AO FINE-QUALITY CONSTRUCTION. 
All optical elements guaranteed 


against heat breakage, and built 
with the fine technical craftaman 
ship that has made AO the leading 


manufacturer of optical equipment 
for more than 120 years 


Send now for free folder. 


American Optical 
Projection Division, Department 
40 Heard Street, Chelaea 2, Mane 
Please send me your free folder on the 


AO KDUCATORN 00" Projector 


Name 


Organization or tithe 


esameuenuniiatadnel 
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Four Kodak Appointments Fill 
Advisory, Sales Service Posts 


* Four executive appointments were 
announced last month by officials 
of the EastMAN KopaK COMPANY. 
The new appointees were chosen to 
fill advisory, sales, and service po 
sitions. 

Tuomas W. Hore was appointed 
assistant advisor on non-theatrical 
films. AprtAan TerLouw was named 
educational consultant for the sales 
Norman E. Sat 
MONS became supervisor of the sales 


service division. 


service division’s camera club and 
school service, CHARLES A. KINSLEY 
was selected as assistant supervisor 
of camera club and school service. 

Since 1945, Hope has been man 
ager of the film department at Gen 
eral Mills, Inc., Minneapolis, Min 
nesota. In his new responsibility at 
Kodak, he will assist John Flory, 
Kodak’s advisor on non-theatrical 
films. 


Hope is well-known in the audio- 
visual field. At General Mills he pro- 
duced and directed motion pictures 
for the company as well as having 
supervision of film distribution and 
of some advertising photography 
On special assignment for the Mu 
tual Security Agency in 1952, he 
went to France for four months as 
an audio-visual consultant to the 
He has written 
a Signal Corps manual on motion 


French government 


picture techniques. 

After receiving his master’s ce 
gree in experimental physchology 
from Johns Hopkins University in 
1930, TerLouw engaged in medical 
research for the Rockefeller Insti 
tute. He started with Kodak as a 
sales demonstrator in the medical 
sales department. He joined the 
sales service department in 1940 
Later that year he was appointed 
supervisor of camera club and school 
service, 

Salmons became associated with 
Kodak in 1945 as a technical ed 
itorial writer with camera club and 
Since 1948 he has 


been in charge of that department's 


st hool service 
production laboratory. Before join- 
ing Kodak, he was for many years 
engaged in various phases of photo 
graphic work. 

Kinsley came with Kodak in 1941 
as a laboratory technician in the 
cine processing department at the 
company’s Kodak Park Works in 
Rochester. In 19146 he was ap 
pointed secretary of the Kodak Park 
Camera Club. Two years later he 
transferred to the editorial section 
of the sales service division as a 
Since 1952 he has 


been lecturer and editor for the cam 


technical editor 


era club and school service 


Entry Rules for Edinburgh, Venice Festivals 


* Regulations governing entry of 


16mm films in the 1954 festivals 
at Edinburgh and Venice have been 
announced by the Film Council of 
America. 

Briefly, the rules are: 

Venice: 1. All qualified films sub 
mitted by U.S. 


forwarded to Venice for selection 


producers will be 


since late notification precludes pre 
selection. 2. Films will be shipped 
at entrant’s expense, payable at time 
of entry. 3. Films must be in the 
Film Council of America’s hands 
no later than May 21, 1954. 
Epinsurcu: 1. All qualified films 
submitted will be forwarded to 
Edinburgh for their selection. 2. 
All films will be shipped at entrant’s 
expense, payable at time of entry 


Films must be in the Film Council 


of America’s hands no later than 
June 7, 1954. 

The opening date of the Sixth 
International Exhibition of Films 
for Children and the Fifth Inter- 
national Exhibition of the Docu- 
mentary and Short Film at Venice 
is July 6. The Fifteenth Interna- 
Exhibition of 
raphie Art will open in Venice on 
August 22. Edinburgh dates are 
from August 22 to September 12. 
Because both festivals will be held 


tional Cinematog- 


at the same time, it is necessary for 
producers entering both exhibitions 
to submit a print for each. 

Any producer wishing to enter 
these festivals who has not received 
information should write to FCA 
headquarters at 600 Davis Street, 


Evanston. Ill. yy 





ATTITUDE!! 





6108 SANTA MONICA BLVD. 





Now you can show each of your salesmen how 


to develop the right mental . . . 


Attitude toward his propuct 


Attitude toward his sERVICE 


Attitude toward his COMPANY 
Attitude toward his CUSTOMERS 
Attitude toward his PROSPECT 


that will increase his SALES 


In your next sales meeting, stop 


lost sales by showing the film: 


“The Attitude That Gets Business” 


one of eight sales training sound 


slidefilms from the . 


“AGGRESSIVE SELLING 


Write for details of how you may obtain a preview 


ADDRESS REQUESTS TO: 


Rechet Pictures, 


PROGRAM” 


Iuc. 


HOLLYWOOD 38, CALIFORNIA 
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Eighth Edinburgh Film Festival 
Scheduled for Aug. 22-Sept. 12 


* Facing its audience “towards a 
new and living cinema,” the Eighth 
International Edinburgh Film Fes- 
tival will be held August 22 to Sep- 
tember 12. 

Enlarging on a seven-year his- 
tory of motion picture cultivation, 
the 1954 Festival will celebrate 
films which “by their originality 
and imagination, by their quality of 
truth and their sense of revelation, 
reach out towards . . . a cinema 
that is natural and fresh, that is 
close to the people and the authen- 
tic drama of our times . . .” 

By selecting films of quality from 
any source supplying entertainment, 
realist drama, comedy, experiment- 
al, scientific or instructional films, 
the Festival is planned to reassert 
a belief in the virtues of the movie 
in an era of new techniques and 
multiple competition. 

Films from the United States are 
submitted to the Festival through 
the Film Council of America, 600 
Davis St., Evanston, Ill. 

Because the selection board as 
sesses all films before acceptance, 
few program details will be avail- 
able until near the opening date 
Four issues of a “Magazine Pro- 
gramme” will be issued during the 
Festival. 

With its first curtain at 7:15 
p-m., Sunday, August 22, the Fes- 
tival moves into three weeks of 
afternoon and perform- 
ances in Edinburgh’s Cameo cin- 
ema. Programs will be repeated so 
that visitors not present for the en- 
tire Festival will have a chance to 
see most of the films. 

The Festival beckons directors, 
producers, writers, film society of- 
ficers and film users in every field 
to its annual international get-to- 
gether at Film House. Motion pic- 
ture pioneers and leaders will at- 


evening 


tend a special performance cele- 
brating 25 years of the documentary 
film. The International Federation 
of Screenwriters will hold a confer- 
ence during the third week of the 
Festival. 

Other highlights: 

The Scottish 
Committee’s 


Educational Film 
international confer 
ence on Films in Religion, held in 
the Gateway Theatre, September 1. 
This meeting will feature a show 
ing of religious films. 

The British Film Institute-Scot 
tish Film Council two-week Film 
School. A course on the art and 
history of the film, held the week 
prior to the Festival, will prepare 
students for attendance at Festival 
performances and lecture sessions. 

Two programs of selected films 
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for 
Gaumont Cinema, 
and 11, at 10 a.m. 

Early application for hotel res- 
ervations is 


held in the 
September 4 


children will be 


urged. Reservations 
should be made through the Festi- 
val Society. Accommodation Dept., 
Synod Hall, Castle Terrace, Edin- 


burgh, 1. wg 


. * . 


Film Record of Construction 

Posts Toronto on Subway 

* Toronto tax payers didn’t have 
to risk their necks or muddy their 
feet to find out what went on under- 
ground while the city’s Transporta- 
tion fifty 
during the 


Commission their 


dolla r 


past five years. 


dug 
million subway 

As each major stage of the con- 
struction a film report on 
the subway’s progress went to hun- 


ended, 


dreds of community groups in and 


around Toronto. Many citizens 
were able to see the entire story 
in these “chapters.” 


The cameramen who filmed this 
story finished five year 
“sandhogs” recently when Associ- 
ated News Limited 
pleted shooting the operation. 


roles as 


Screen com- 

Produced for the commission, the 
on-the-scene record began in 1949 
when digging started on the four- 
mile tunnel. Thereafter, motion 
picture crews walked, crawled and 
flew to make a 12 thousand-foot 
16mm color film of all stages of the 
subway construction. 

Filming early underground se- 
quences was difficult because seep- 
age impaired placement of the 
heavy lighting cables required to 
illuminate the first excavations. The 
production crew had to use a port- 
able generator which provided 
enough electricity to supply five 
Toronto homes. 

Cameras followed the bulldozers, 
the power shovels and the dump 
trucks. Later, tripods tagged after 
carpenters, concreters and electi- 
cians; then track-layers and a task 








force of tradesmen who created a 
bright, efficient, modern subway. 

Subway cars disappeared under- 
ground in late summer of 1953 for 
the first test runs. Cameramen 
from Associated Screen News went 
along. Opening this 
spring played finale to the episodic 
saga of Toronto’s first rapid transit 
(subway) system. 

The film is 
underway to make one story out of 
the several installment films which 
had been edited, titled, assembled 


ceremonies 


re-editing 


job of 


and circulated as a serial report to 
the commuting public. 

With the complete story, Toronto 
will have a 
how 


permanent record of 
municipal improvement 
was physically accomplished. Plan- 
ners and engineers of other Cana- 
dian cities will be able to use it as 
a visual record. 


this 


Hollywood AFL Film Council 
Pushes War on Foreign-Made Pix 


¢ The Hottywoop AFL Fiim 
CounciL, composed of unions and 
guilds with a membership of more 
than 24,000 workers in Hollywood 
studios, said recently that it will con 
tinue to “oppose with every legal 
means within its ‘runaway 
foreign production of 
American producers who go abroad 
to take advantage of cheap foreign 


power 


films by 


labor. 

“The Council fight 
against foreign production of tele- 
vision films designed for the Amer 
ican market,” Carl Cooper, Council 
president, said. “These video films 
are used by American sponsors to 
sell American products to American 
workmen whose high standard of 
living makes possible the purchase 


also. will 


of these products and it is unfair 
and un-American to make these 
‘films abroad in order to take ad- 
‘vantage of lower rates of 
workmen in other countries.” 


wage 


> t * 


DuMont Steps Up Color TV 





* Following the recent 
announcement of a 19- 


| inch color tv tube, Dr. 
| Allen B. DuMont, presi- 


Produced up to — 
a standard—not — 
down to a price 


Knight Studio’ 


159 E. Chicago Ave. Chicago 11 


NUMBER 3 © VOLUME 15 








dent of DuMont Labs, 
indicates that WABD, 
key station of the Du- 


Mont Network, will 

begin transmission of 

| color programs this 
fall. 

New DuMont color 


sets will be sent to deal- 
with full 
production later in ’54. 
The new tube is larger 


ers shortly 


than competing 15-inch 
type. 


MARTIN 
BOVEY 








DOCUMENTARY 
TRAVEL 
SPORT 
CONSERVATION 
WILDLIFE 






CHELMSFORD 
MASSACHUSETTS 


“The Finest In Outdoor Films’”’ 


“To Conserve Our Heritage'’ (Minneapolis-Moline Co.) 
1954 Freedoms Foundation Award 





Nowma ALL 


Cx 


MM-19 
A practical stor- 
age cabinet for 
the varied film 
library: Holds 
400, 800, 1200, 
1600 ft. reels; 
100 flimstrip 
cans plus util- 
ity drawer in 
base. Overall 
size: 30” wide, 
70” high, 16” 
deep. Over 50 
modeis to 
choose from 





330 West 42nd Street 


FILM STORAGE CABINET 
STEEL 





RK.250 
ideal for School Flim 
Libraries. Seven tiers 


of Separator Racks hold 
250-400 feet lémm reels 
Many models to choose 
from. 


FOR COMPLETE FILM 
EQUIPMENT SEND 
FOR FREE CATALOG 


Nowmade 


PRODUCTS CORPORATION 


New York 18, N, Y. 








mT, 
Cuarces K. Preston, Jr 


Bell & Howell Names Preston 
as New Assistant Secretary 

® Cuarces K. Preston, Jr.. is the 
new Assistant Secretary of the Bell 
& Howell Company. He's been ad 
ministrative assistant to the presi 
dent, C. H public 


relations chief since 1950. He will 


Per y and 


continue to be responsible for pub 


legal activitie 
BSH s per 


lic relations and 
Preston joined 


ment in 1949 


depart 


Osteopathic Foundation Sets Up 

Audio-Visual Program in Chicago 
® T. F. Linperen will direct a new 
Audio-Visual 
formation department for the Osteo 
Dept 


to increase a-v use in under 


pathic Foundation, Chicago, 
Coals 
education of 


grad and postgr ad 


osteopathic phy sicians produc tion 


and distribution of a-v materials 
for public education on health 
Already equipped with magneti 
projyection and recording units, the 
department is adding facilities for 
slide and slidefilm production 
Lindgren once directed visual edu 
cation at Hlinois Institute of Tech 
nology. Lately, he assisted direction 


of the Osteopathic Progress Fund 


Three Regional Sales Managers 
Named by Victor Animatograph 
® Victor 


tion has three new 


Animatograph Corpora 
regional sale . 
managers: Eastern Division——JOouN 
Fk. Conon, under the supervision 
of OOH 


cago Div iston 


Jones, vice president Chi 
Wittiam G. Suup 
rertT, who will work out of the 
branch office under A. J. MeClel 
land, veep; Gull JACK 
W. STINE, appointed “in line with 


Div Psion 


increasing domestic sales 

Managers Conlon, Shuppert and 
Stine will coordinate the program 
between distributors and the com 
pany and represent the company at 


local trade shows and conventions 


BUSINESS 


James S. Burkett Heads Western 
Sales for Pathe Laboratories 


® James S. Burkett is in full 


charge of Pathe Laboratories West 
Coast 


Sales 


replacing Charles 


Amory Amory 


resigned as sales 

April. 
Pathe last 
Burkett was vice president in harge 
( olor 
He's been in the industry 


1914 and has 


lonog 
Von gram 


vice-president in sefore 


coming to December. 
of sales of Corporation of 
America. 
since worked for 
Republic and Eagle- 


Lion studios 


Adams Joins Loucks & Norling 

® CHARLES ADAMS has joined 
Loucks & Norling Studios, Ine. 
New York, as Manager of its newly 
created TV Film Department alter 


five years of producing and di 


why 
take 
chances? 


Your color production certainly 


te 


SCREEN 


EXECUTIVE 


recting t.v. shows over Dumont and 
ABC networks. Presently marking 
its 30th year in commercial film 
production, the company has de- 
cided to make its facilities and 


services available to 


advertising 
agencies for tv. 

Mr. Adams has 15 years of ex- 
perience as a_ writer-director-pro- 
ducer and is the author of the book. 
“Producing and Directing for Tele- 
vision.” His past associations in- 
Ruthrauff & Ryan and _ the 
Detroit Dramatic Guild. 


clude 


* 


Heads Toronto Sales for Crawley 


* Joun Srocks has moved into the 
Toronto office of Crawley Films as 
sales executive. He formerly was 
advertising manager of the W. C. 


Bec ker 


Equipment Company. 


J 


<q 


leserves the best Why take chances with unproved 


hniques of color printing when our 


specialized method of scene-to-scene color correction 


guarantees you duplications of remarkable fidelity ? 


Don't take chances 


get your next 45 


lomm 


lored balanced Eastman color neg. pos 


reversal color prints at 


{@ 


COlor SErVICE CO., inc. 


115 W. 45th ST., NEW YORK, N. Y. 


Bl 
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Ramonp G. Lanpts 


Crawford, Immig Add Landis 

to Firm’s Name in Expansion 

* With the addition of RaymMonp 
G. LAanpis as vice president and 
director, the firm of Crawford and 
Immig, Inc. will be known as Craw- 
FORD, IMMiG AND LANpis, INc. The 
firm specializes in audio-visual 
equipment, serving dealers in the 
middle Atlantic states. 

Formerly in the field of ophthal- 
mic optics, Landis was sales and ad- 
vertising vice president of the Soft- 
Lite Lens Company, New York 
City. More recently, he worked in 
this capacity for Modern Optics, 
Inc., Houston, Texas. 

Crawford, Immig and Landis an- 
nounce a program of 
facilities for the 
their customers. Inventories are be- 


expanded 
convenience of 


ing broadened to provide prompt 
delivery on sales and rentals. The 
staff of graduate electronic engi- 
neers in the repair and maintenance 
department has been enlarged. 
. ca a 

Atlas Veep Authors New Book 

* LLoyp Moran, a vice-president 
of the Atlas Film Corporation. Oak 
Park, Ill, is the author with his 
wife of a new book, “Humanism as 
the Next Step.” He believes that 
the scientific point of view can be 
applied successfully in matters of 
ethics and morals. 

* * « 

Color Expert to Mervin LaRue 

* Artuur Becker, photo 
specialist, is now on the staff of 
Mervin W. La Rue, Inc., Chicago 
producers of medical motion pic- 
tures. 


color 


chemical and 
electronic engineering, Becker has 
had much 


Trained in 
experience in photo- 
graphic research and the applica- 
tion of color photography. 

Prior to the war. he was on as- 
signment abroad for National Geo- 
graphic Magazine and other organi 
During the war, he did 
color research for the medical and 
ordnance sections of the U.S. 


zations. 


Army. For a time he was consultant 
to Dr. Lee de Forest 
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REFERENCE SHELF 


Catalog of U. S. Films for TV 
Issued by Office of Education 


° Seven-hundred., 


tion pictures are 


thirty-nine mo 
described in the 
6th edition of “U. S. 


Films for 


Government 
recently com- 
United 
Visual 


Television” 
piled and issued by the 
States Office of 
Education Service. 

Prepared by Seerley Reid, chief 
of the Visual Education Service. 
and Anita Carpenter of the VE 
service, the 106 page 
titles from 
(advanced base dock ) 
Villing, and 


which 


Education, 


catalog 
contains film 
The ABD 
to Zinc, Its 


Smelting. 


ranging 


Vining. 
Films have im- 
plemented the more 
than 20 government services are in- 


cluded. 


Accompanying 


programs of 


each title is the 
government department for which 
the film was made, the year of pro- 
black and 
or color designation 


Code 
a directory of distributor 


duction, running-time, 


white and or- 
der numbers. numbers are 
keyed to 
sources. A subject index facilitates 
search for the “right film.” 

An explanation of principles and 
practices qualifies the television use 
of government films, explaining that 
the primary purpose of these films 
was to expedite statutory programs 
of various government  depart- 
As these films become non- 
classified, the Office of Education 


collects information about them. 


ments, 


There now are approximately 
films available 
for public use in the United States 
One-fourth of these may be 


on television. 


3000 government 


used 
The general conditions 
of these films is noted: 1. 
Films must be televised in their en- 
tirety 


for use 


and original sequences and 
without interruption 
tine “breaks” 
tion). 2. The films may not be cut. 
altered, 


whatsoever. 3. The 


fexcepl rou- 
for station identifica- 
or changed in any manner 
films may be 
used only on noncommercial. un- 


sponsored programs. (Some agen- 


cies do permit use of their films on 


Printers of Distinctive Hot-press 


TYPE TITLES 


Since EL 


Write for FREE type book 


Knight Title Service 


 LELIL i SCL L 


New York N.Y 


CO LILE 


524 West 25th St 
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A MAT hid 


sponsored programs provided there 
tie-in). 4. The 
films must be presented 


is no advertising 
as a pub- 
lic service, so acknowledged by the 
telecaster. 

The catalog 
a! informational sources. It is avail- 
able from U. S. Office of Education, 
Visual Education Service. Wash- 


ington 25, D. C. nm 


contains addition 


Ford Catalog Features Eight 
New Films Among 30 Available 
* Ford Motor 


in film communications 


Company's activity 
paces its 
enterprise in the automobile indus- 
try. This activity is neatly capsuled 
in the 1954 catalog of Ford Films 
currently 


available from company 


libraries for free loan or cost-of- 
print purchase. 

Fight new 
introduced in the 
booklet. than 125,000 copies 
of which have been distributed. A 
total of 30 Ford films, in black and 


whit are described 


motion pictures are 


smart 65-page 


more 


and color. 

The new motion pictures include 
the prize-winning documentary, The 
Road: 
Tomorrow, the 
Ohio 
Farmer: One 
horn Holiday: 


niversary. and 


{merican Technique for 
story of Ford’s au- 
factory: American 
Out of Seven: Dear- 
White Thunder: An- 

Highway bythe 


tomated 


Sea. 
than 19,000..- 
000 persons all over the world saw 
Ford films in various showings. 
Another 130.000.0000 viewed them 
on television. The 


During 1953 more 


company's mo- 
tion picture production dates from 
1913. Its current 
distribution program was 
vated in 1947 

Ford 
without charge from Ford libraries 


at 16400 Michigan Ave 


production and 


reacti 


films may be obtained 


. Dearborn. 


Mich.: 15 East 53rd St.. New York 
City. or 1500 S. 26th St.. Rich- 
mond, Calif. I 





VACUUMATE 


Business Firms, 
panies, Film Distributors, etc., Vacuumate 
Corporation offers quick relief for film head- 
oches. 

BY TAKING OVER COMPLETE 

FILM HANDLING PROBLEMS 


Libraries, Advertising Com- 








@ FILM PROCESSING 

If only a single @ CLEANING 
r | 
item mnmen @ REPAIRING 
will serve you @ SHIPPING 
well. Write for a STORAGE 

inf ti P 

" NOW = All bookings promptly 

filled. 








446 W 43rd St. NEW YORK 








© Wek Diener Productions 
Word Raghts Revered 


4 


\>@ 
ry 


Mie Pee ke 


0 add SPARKLE & ENTEXTAMIRENT 


.to those special screenings of your new spon- 
sored film for employees, their families, community 
groups and for other important community rela 


tions screenings.. 





ner Dene CARTOONS 


COLOR BY TECHNICOLOR 


— LO One or more of these world famous 


Duck and/or Mickey Mouse shorts added to 
your sponsored picture 
a4 y film program rich in audience interest and 





NOTE acceptance 


S$) In addition to above mentioned cartoons, 






vue 
r| 





16mm Division, Dept. 





} @ SEAL ISLAND (Academy Award winning nature film) ws 


© MOTOR MANIA (Refreshingly different safety film) Ve) 


Ss 
4 


Address all inquiries | 


WALT DISNEY PRODUCTIONS 
16, BURBANK, CALIF. 


Donald 


insures a complete 


ask about 
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@ SOUND READERS 
@ SYNCHRONIZERS 
@ FILM RACKS 
@ FILM BINS 
@ ROBOT 
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~ 2 ILM [OMPANY 
or 16 ot 


EDITING EQUIPMENT 





MULTI-PURPOSE 
REWIND 


lt) AUTOMATIC SPLICER 


@ CUTTER’S GLOVES 


nt * 





TIGHT WIND 


946 SEWARD S&S 


* 


HOLLYWOOD 38 


EDITING TABLES 
@ REELS — CANS — FLANGES 


Write for free catalogue and price list 


CALIFORNIA 


HOllywood 4-719 
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Improved Vu-Graph Accessories 
Announced by Charles Beseler 

* A case for storing slide transpar- 
encies and a marking pencil are of- 
fered as improved accessories to 
Vu-Graph opaque projectors by the 
Charles Beseler Company, manufac 
turers. 

The metal case, equipped with 
a locking catch, is provided to pro 
tect slides against dirt and scratch- 
ing. Cataloged as No. 3274, the 
$9.00 case is designed to be 
with Beseler 
catalog Nos 


2266, 2267. 


used 
mounts indicated by 
2263, 2264, 2265 


The new pencil which “will not 
crumble or stick,” is said to afford 
Vu-Graph operation. 


1532, it is 


faster, easier 
Cataloged No 


at 20 cents 


priced 


* » * 


Maurer Model F Prime Combines 
Positive, Negative Recording 

* A recent advance in the Maurer 
Model | recording system is 
a new dual track unit which com 


bines 


Prime 


positive or negative record 


ing in a single mechanism 
The new unit 
bilateral 


area sound track with noiseless re 


variable 


produces a 
(double edge ) 
cording when a_ bias 
w) to 


current ol 
$5 milliamperes is applied 
to the voice unit of the galvano 
meter 

The galvanometer element re 
quires approximately 45 milliwatt 
for LOO” 
alent of 1.2 
eireunt The 
the electrical 
There is a flat response from 0 to 
7.000 eveles 
with a peak of approximately 8.3 
db at 9,000 cycles. The dual track 
is a rugged unit that can withstand 
20% 


modualtion—-the equi 
volts across a 50 ohm 
input impedance ol 


circuit is 50 ohms 


plus or minus | db 


short overloads as great a 
the company reports 

Variable density is available to 
meet specific requirements and lab 
facilities. A blue filter is 
dual track but 
a clear glass filter is furnished as 


oratory 
standard with the 
an accessory for those who prefer to 
record with white light. It -can be 
installed im any film recorder on 
camera 

The negative-positive dual track 
$1950 


optical recorder sells for 


_— 


TLYOU®D 
YVISUAL 


NE 


PRODUCTS 


The Latest in Projection and Production Equipment 


with three 90-b pre focused ex 
Maurer 
pany is offering trade-ins on earlier 


A. Maurer. 
sist Street, 


posure lamps. The Com 
model f Prime units. J. 
Inc., is located at 37-01 
Long Island City, N.Y 
Slides Magnify Uranium Search 
During Geological Convention 


* Brilliantly-projected blow-ups from 


junction with the annual meetings 
of the Society of Exploration Geo- 
physicists and the Society of Eco 
nomic Paleontologists and Mineral 
ogists, drew thousands of geologists 
to St. Louis. 

The slide projector was made by 
the Strong Electric Company to il- 
lustrate lectures at the convention. 
Convention officials said the projec- 


a custom-built slide projector aided tor is one of the first to be espe- 


cially designed for magnifying al- 
most microscopic material for use 


in the “Search for Uranium in the 
United States” V. E. Me- 
Kelvey, U.S. Geological survey of 
fice, spoke on that subject before 
the American Association of Petro- 
leum Geologists Convention in St. 


when 
on huge screens. 

A company spokesman said the 
new projector will adequately cover 
screens up to 50 feet in width and 
Louis recently. may be used in difficult-to-darken 

The AAPG meeting, held in con- rooms. The machine also can be suc- 


MODEL SW-602 


Technical excellence combined with film 
production facility and economy has earned 
the MAGNASYNC a proud reputation. 
Field-tested under all conditions, the SW-602 
has proven to be a pacemaker in 16mm 
professional sound recording 


Price: $1275 complete system 


F.0.8. North Hollywood 
Distributed by 


MAGNETIC RECORDERS COMPANY 
7120 Melrose Ave., Los Angeles 46, Calif.; WEbster 3-5545 


CAMERA EQUIPMENT COMPANY 
1600 Broadway, New York 19, N. Y.; JUdson 6-1420, Cable: CINEQUIP 


FOR MAGNET 


acnasyac) 


| 


ey Magnelc Fiim RECORDER | 





Manufactured by 


MAGNASYNC MANUFACTURING CO., LTD. 


P.O. Box 707. North Hollywood, California 





ad 


imerica’s leading manufacturer of 
Magnetic Film Recording and Reproduction Devices 


BI 


SINESS SCREEN 


cessfully used in projecting pictures 
up to 12 feet in width under day- 
light or artificial lighting conditions 
where a darkened room is not de- 
sirable. 


* . * 


Fairchild Motion Picture Sound 
Division Readies Integrators 

* A new theatrical motion picture 
sound division has been established 
by the Farrcui_p Recorpinc Eourr- 
MENT Company of Whitestone, Long 
Island. The new 
delivering the company’s Perspecta 
Stereophonic Sound Integrators for 
35mm theatre installation. 

This unit is described as the first 
compatible theatre sound system pro 
ducing three-speaker stereophonic 
sound from a single optical sound 
track. Metro-Goldwyn-Mayer and 
Paramount have announced plans to 


division is now 


release all films with the new sys 
tem, invented by C. Robert Fine, 
president of Fine Sound, Inc. 

Ray Crews, vice president, directs 
the new division. Fairchild Record 
ing Equipment Company has been 
producing professional sound equip 


ment for over 20 years. 
* * * 


5.0.8. Offers New Titler and 
Special Effects Kit Models 


* S.0.S. Cinema Suppriy Corp. is 
currently offering a new titler and 
special effects kit for producing 4 
range of titles, trick films. 
cartoons and animation. The kit. 
which comes in three models, takes 


wide 


most types of movie cameras, has 
horizontal and_ vertical operation, 
adjustable table and front and rear 
illumination. 

Model S.0.S. TG Il, for 16mm 
cameras, is priced at $159.50 and 
features title card frame with plat- 
ens at top and bottom, distance scale 
to obtain correct setting of camera 
lens, climbing title device for pro 
ducing any desired number of title 
lines, running title device with 
roller for making single line titles 
of any length, turntable for rotat 
ing titles and small objects and 
ring clamp for holding supplemen 
tary lenses. 

Model TG III has the 
design and accessories but has dual 
lamped reflectors and a larger title 


Model TG III sells for 


same 


board. 
$198.50. 
Model TG IV. for 


55mm 


l6mm and 
added 


features: horizontal and vertical ad 


cameras, has_ these 
justment of camera carriage and 
built-in spindle, crank 
and hand wheel for zoom and ad 
justment purposes, a counterbalance 
to facilitate vertical operation 
Model TG IV is priced at $295.00. 


BUYERS READ BUSINESS 


keyways, 


a 
,CREEN 


MAGAZINE 














This new rear-t rojection 


Rear-Projection Even-Vu Screen 
Designed to Play to Full House 

* Made of translucent “Krene,” a 
new screen for rear-projection is 
said to permit effective use of all 
the seating area in an exhibition 
room. 

The Even-Vu Screen, produced 
by ComMmerciaL Picture Egutp- 
MENT, INnc., 1802 W. Columbia 
Ave., Chicago 26, has a specially 
which diffuses 
light passing through it. This dif- 
fusion eliminates the hot spot of 
brighter light in the center of the 
projected picture, the manufacturer 


embossed surface 


says. A brilliant picture is in sharp 
focus from “almost any angle.” 

folded for 
carrying with a portable frame of 
lightweight aluminum tubing. A 
nine by 12-foot screen and accom- 


The screen may be 


panying frame fit into a carrying 


COLORSLIDE 


ee a 


DUPLICATING 


FRANK HOLMES LABORATORIES 


7619 SUNSET BOULEVARD 


LOS ANGELES 46 CALIFORNIA 


WRITE FOR PRICE LISTS D,F,&S 
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screen is made of translucent 'Krene 


case six by eight inches and four 
feet long. The frame can be set up 
at the desired tilt and the screen 
quickly attached by 
fasteners. 

The surface of the screen stretches 
flat without lacings or springs. The 


strong snap 


screens, in 
standard sizes from 43 by 58 inches 
to 10% by 14 feet, are available 
with or without the portable frames 
at audio-visual equipment and stage 
equipment dealers. 

* 
Draper Offers Skylight Shades 
* Business men whose film show 
ings are paled by plastic domes, 
glass block or panel skylights are 
advised of the “Lite-Lock” skylight 
shade, manufactured by L. O. 
Draper Shade Company, Spiceland, 


new rear-projection 


Indiana. 

Full daylight control and prote« 
tion are provided since this shade 
may be adjusted for complete or 
partial darkening, the 
wrer says. The shade may be 
tolled up completely clear ol the 


manufac- 


skylight opening. 

The “Lite-Lock” shades are self 
contained as a unit to be mounted 
against the ceiling and around the 
skylight opening. The shade is en 
closed in a hinged cover roller box 
for access to shade or window. Steel 
side channels support the shade and 
prevent light leakage. Pulley-con 
trolled, the shades work manually 
or with the aid of a window pole 
lo engage a ring at the end of the 
hanging cord. 

Steel stays, 
running 


encased in 


pockets 
parallel with the roller, 
help to stiffen the shade. 
up with it. “Lite-Lock” shades ar 
available in black or tan and black 


duplex materials. For skylights ex 


rolling 


ceeding 48-inches in width. a spe 


cial supported shade is available 


1954 








FEB 


NEW & USED EQUIPMENT 


For Motion Picture & TV Film Production 


FEBS 





F & B SPLIT REELS 





TIME - SPACE 


SAVE ; WEAR & TEAR 


ON 16mm PRINTS. 








NOW 


You can Project, Edit, Inspect, 


\F & B GATOR GRIP-LITES 





Synchronize, Measure, Clean, and Store | 


l6émm films on cores, without rewinding. 


Simply open split reel, slip in film on 
core, and close reel. 


400 ft. split reel—lémm $4.50 
800 ft. split reel—l6mm 6.00 
1200 ft. split reel—l6mm 7.50 
1600 ft. split reel—l6mm..... 9.00 











Hangs from a nail—clamps securely to 
doors, chairs, flats or stands. Barn door 
swivels 360°—accepts diffusers, filters, 
etc. Great with Colortran converters. 
Complete unit includes—Gator Grip, 
Porcelain Socket, 15 ft. Cord & Switch, 
Barn Door . . . $12.95. 


USED EQUIPMENT WANTED 


WE WILL BUY... FOR CASH... all 
kinds of used items as listed above. F & B 
is noted for paying FAIR prices 
TRADES... CONSIGNMENTS 
ACCEPTED 








FLORMAN & BABB 


70 West 45th Street, New York 19, N.Y. 


Phone: Murray Hill 2-2928 
Cable Address — FLORBABB, N. Y. 











Put a SELECTROSLIDE to work 





Let a Selectroslide present your sales message — illus- 
trate your training program — dramatize your reports. 
It’s operation is completely automatic, or can be operat- 
ed by remote control. 48 Slides in story-telling sequence 
repeat over and over when necessary. 
1000-watt projector produces large brilliant images in 
the largest auditoriums. Completely portable, Selectro- 


slide is easy to operate, effective to use. 


best — Selectroslide. 


Write for 


The superb 


Select the 


2201 BEVERLY BOULEVARD 
LOS ANGELES 4, CALIFORNIA 








63 





Byron, Inc. Uses Multi-Camera 
Technique to Film TV Series 

* Multi-camera shots captured the 
antics of 26 TV hillbilly variety 
programs in the filming of the Town 
and Country Time series by Byron, 
Inc., Washington, D.C. 
for Official 
is being 


Produc ed 
Films, Inc., the series 
Kodac hrome 


Reeves 


filmed on 
Recording is on magnetic 
tape. 

The 26 films are the first group 
of 52 half-hour full color 
which will be produced for television 
sponsorship in f local 
June st is set as the 
starting date. 


films in 


regional and 
markets. 


hillbilly 


sario produces the original television 


Connie B. Gay, impres 
version of his radio show currently 
1800 radio 


daily live 


transcribed weekly over 
stations as a three-hour 
show. The cast of 40 includes some 
of the 


artists. 


nations top country music 


Perry Thomas Heads Sales of 
Vogue Wright Special Services 
* Perry 
pointed sales manager of the special 
Wricut 


Srupios. He will supervise sales and 


M. THOMAS has been ap 
service division of Vocus 


account servicing in motion pictures, 
television, slide films and specially 
developed 


programs for training 


and business communications 
He formerly was assistant dire 
tor for broadcast 
Foote, Cone & Belding 
that, he associated 
Bell & Howell Company 

During the last war, Mr 
was chief of the photographic en 
gineering division of the U.S. Army 
Air Force 
of staff of the technical photography 
unit at the Bikini “A”-bomb test. 


” + 


Kling Studios Places Five in 
Sales and Creative Divisions 


operations al 
Prior to 
Wis with the 


Later he served as chief 


* Two appointments in sales activ 
ities and three assignments in film 
KLING 


Chicago, were announced by Frep 


creation at Strupros, Ine 
A. Nites, vice president recently 
Burt NeuspurRGER was appointed 
director of the national sales divi 
sion of the studio’s motion pictur 


As dire« 


division, he will 


and television operations 
tor of the 
responsibility for 


have 
further develop 
ment and the coordination of Kling’s 
national sales force 

Heading a newly opened district 
sales office in Dallas, Texas, is Joun 


W. Loews 


film sales, he has been an indepen 


\ specialist in creative 
dent Texas and 
New York for three years 

J. Eowarp Rercu 
director of the scenario 


representative in 
was named 
division 
where he will supervise the prepara 


ft 
Ae) 


People 


tion of seripts for Lv. commer ials, 


industrial films, sales training films 


public relations, and slidefilms. 
Directing the division 


is H Atkin 


on joined Kling two years ago as i 


slidefilm 
Grant ATKINSON. Mi 


vriter in the 
Ne wly 


. 
BRuce 


creative department 
with the 
VicGt INESS has he gun work 


associated firm, 
is a seript writer. He comes to the 
organization from Francisco Films, 


( hic ago 


Radio-TV Execs Elect Shupert 
* Greorce T. 
Broadcasting Company's vice presi 
dent 


Suurert, American 


in charge of 





(rt color specialists. 


Merchandise. 





film syndication. 


-BRILLIA 


mete he feet 


Skilfully demonstrated for you on any print by our Tri- 


Your Assurance of Better Prints to Help You Sell More 


35mm & 16mm color positive release 
prints 

Kodachrome printing 

16mm Kodachrome enlarged to 35mm 
color 

35mm filmstrips 


ate Piclures 


has been elected president of the 
Radio 


~ 


and Television Executives 


ocrery 


Rotary Int'l Film to Fairbanks 
* Rotary International, Chicago, has 
signed Jerry Fairbanks Productions 
to produce a 30-minute institutional 
picture to be exhibited 
throughout the world in connection 
with the service club’s 50th anni- 
versary. 
Fairbanks’ 


Rosencrans, is now preparing the 


motion 


story editor, Leo 
script which will call for foreign 


A sub- 


stantial budget is set up for the film. 


as well as domestic footage. 


iF Ba 


NCE 





ART 





COLO RA COR PORATION | 


WEST 55th STREET, N.Y. 19, N.Y. * 





PLAZA 7-4580 





For Complete Information on Any Phase of Color Or 
Black & White Printing Fill in Coupon and Mail. 


Tri-Art Color Corp. 


245 West 55th Street, New York 19, N. Y 


Gentlemen: 


Please send me more information on 


Name 
Address 
City & Zone 


BUSINESS 


THeopore B. Karp 


Karp Named Associate Producer 
in Sturgis-Grant Expansion 

° Theodore B. Karp has been ap- 
pointed associate producer by Stur- 
This 


appointment facilitates expansion of 


gis-Grant Productions, Inc. 
the companys range of activities. 
and _ scientific 


bulk of its 


Previously medical 


films formed the pro- 
duction. 

Now the firm plans to produce 
films in the fields of general educa- 
tion. teacher training, mental 
health, as well as other information- 
al and documentary subjects. 

Mr. Karp’s background includes 
motion picture production and 
teaching. He served as film con- 
sultant for the U. S. Public Health 
Service and was project supervisor 
for war training films with the 
U.S. Office of Education. 

He has been associated with Car- 
avel Films and also taught motion 
picture production in New York 
and California. 

* * 
Academy Productions, Inc. Opens 
Studio-Offices in Manhattan 
Productions, Inc.. of 
Hollywood, has opened New York 
588 Fifth Avenue. The 


firm, which specializes in animated 


* Academy 
offices at 


cartoons, is currently producing TV 
commercials and longer films for J. 
Walter Thompson, Young & Rubi- 
cam, N. W. Ayer, McGraw-Hill and 
the United States Navy 
others. 


among 


Present plans call for live filming 
and animation to be done both in 
New York and at the west coast stu- 
dios, the latter under the direction 
of Vice President Moray Fautz. 
where Academy's award-winning 
U.S. Navy Training film of the 1953 
Venice Film Festival was made. 
Edward L. 
who has spent the past 15 years in 
the field of animation and film mak- 
ing, part of it 
nounced that William Tytla, also a 
Disney alumnus, has been placed in 


President Gershman, 


with Disney, an- 


charge of creative work. 
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PRODUCTION LINES 


Dynamic Films Again Assigned 
Auto Race Classic by Firestone 
* For the 


Films. Ine. is 


second year. Dynamic 


preparing a special 
story of the 


The Hot 
Tire & 


version of the dramatic 
Indianapolis 500 mile race. 
test 500, for the 


Rubber Company. 


Firestone 


Les Becker of Dynamic who wrote 
the original script on the 26 minute 
color film and Les Coldwell of Fire- 
stone have prepared the new script 
which puts emphasis on the strain 
tires must take throughout the gruel- 
500 mile Art Weitzel of 
Firestone is supervising the 


ling grind. 
prepara 
tion of the film and Russ Hodges is 


narrating. 


* * 


William L. Sprague Appointed 
Telecine Production Manager 
* William L. 
appointed produc tion manager for 
the Studios, 


Ine °9 announce 


Sprague recently was 
Tele ine Recording 
Park Ridge. Ill. The 
ment was made by Byron L. Friend 
| resident. 


Mr. 


assistant director 


formerly t.v 
for the 
Broadcasting Company station 


WBKB. 


sition, he 


Sprague was 


American 


In his new 
the 


various de 


in Chicago. po 


will coordinate pro 


duction activities of the 


partments in the organization. 


7 * v 


Lawrence Doing Shell Commercials 
* Robert 
Ine., 


Lawrence Productions, 
is producing a third series of 


film for 


Company s (aso- 


television commercials 
Shell Oil TCP 
line—through J. Walter Thompson. 
will be filmed 


These commercials 


on location in New York and New 


Jersey. 





A TRULY GREAT 
CAMERA for TV, 


Newsreel and 
commercial films 


For tough and trying assignments, ARRIFLEX 35 is 
in a class by itself. Reflex focusing through photo- 
graphing lens while camera is operating—this is 


New 35 mm 


Model 2A 
With 180° Shutter 


Star ‘Merchandising’ Agents 
in Celebrity Clearing House 

Celebrity 
formed to 


® Universal Enterprises, 


Inc. has been act as 


“merchandising and _ licensing” 
agents for well-known celebrities to 
national advertisers and industry. 
The new company is « omprised of 
showmen, agents, personal and busi- 
ness managers of stars and advertis- 
Uni- 
headquarters is in Holly 


also established 


ing and merchandising men. 
versal’s 
wood with a branch 


in New York City. 


Recently « ompleted negotiations 


include promotional and advertising 


ties between leading industrialists 
Bing 
Shore. 
Laine, 
Jo Staf 


affiliations 


and such stars as Bob Hope. 
Crosby. Van Heflin, Dinah 

Nat King Cole, Frankie 
Liberace, Lawrence Welk. 
ford Pending 


“embrace 


and others. 


notables in the world of 


sports, stage, motion pictures, radio, 
television and fashion.” 

In Hollywood, Universal is located 
at 6274 Sunset Blvd. The New York 


headquarters is at 1619 Broadway. 


United World Names Dick Rogers 


* Unirep Worip Fitms, Inc., New 
York City, has announced the ap 
pointment of RicHarp Rocers to 


manage the national promotion and 


hooking of free 


films. 


india Selects Ideal Pictures 
to Handle Film Distribution 
¢ The of 
granted exclusive distribution rights 
of Ideal 
Pictures Chicago. 
The 


for sale. 


Government India has 


films to 


of 


offered nationally 


its documentary 

Corporation 
films will be 
and television. 
tell 
scenes of its stupendous monuments, 
lakes, 


cus- 


rental 


India’s films its story with 


bazaars, mountains, 
the craft. 
toms and new efforts of its people. 


its cities, 


and rivers; music, 







just one outstanding ARRIFLEX feature. 





Equipped with bright, right-side-up image finder, 
6'% x magnification. Solves all porallax problems. 
3 lens turret. Variable speed motor built into 
handle operates from lightweight battery. Tachom- 
eter registering from 0 to 50 frames per second. 
Compact, lightweight for either tripod or hand-held 


filming. Takes 200’ or 400° magazine. 
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Blimp now available. 
16 mm ARRIFLEX also available. 
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Keep a spare lamp handy 
at all showings 


Nothing will ruin your film presentation faster 
than a projector blackout. So why take chances? 


Stock extra Sylvania projection lamps now 
Sylvania projection lamps give you the 

bright, life-like pictures you need to 

attract and hold attention, because 

their filaments are especially coiled 

to give a more solid mass of light. 

Sylvania lamps last longer, too 

Special shock absorbers protect the 

longer filaments of larger lamps from 

projector vibration. There are sixteen 

different Sylvania projection 

lamps for all standard projectors from 

100 to 1000 watts. So order 

Sylvania, and use Sylvania and see the 

bright difference in your screenings. 






For Full Information On Renral | 
JACK A. FROST, DEPT. B, 
234 PIQUETTE AVE. 
Detroit 2, Michigan 


OR CALL DETROIT, TRinity 3-8030 





“The Projection Lamp 











with the Shock-Absorber” 





SYLVANIA 


in Canada 


Sylvania Electric Products Inc 


1740 Broadway, New York 19, N.Y., U.S.A 
LIGHTING * RADIO * ELECTRONICS * TELEVISION 


Sylvania Electric (Canada) Lid 
Bidg St Catherine treet. Montreal. P @ 


egt 
By 


MOTION PICTURE STUDIO 
THEATRICAL e DISPLAY 
Rental Equipment 


W herever 
need. . 


you are whatever you 


in the way of unusual, spe 
cialized lighting, call on Jack Frost' 


For movie-making, stage lighting, 


exhibits, conventions . for an) 
location requiring exceptional light 
ing, Jack Frost is ready to serve you 
with an unequalled national service 
installation and 


including complete 


removal wherever you are 


Please send me full informa 
ation on your rental service 
Neme 
Address 
City Lene State 


Product Pictures in 3-D Help 
Sell Storage Units at Counter 
® By 


tomers a look at product pictures in 


giving “do it yourself” cus 
-D, stereoscopes are helping lum 


ber dealers sell storage units at 
point of purchase 
The Douglas Fir 


sociation, 


Plywood As 
Tacoma, Washington, 18 
distributing to the country’s 28,000 
lumber retailers a View-Master ster 
and a reel of seven stereo 


tom cp 


“wenes 


showing storage units that 
an amateur can build in his own 
home 

offered free at 
Otherwise 


a par kage 


The viewer! Is 
retail dealer conventions 
it is sold to dealers in 
containing a counter display for 
plans and the first reel, for $2.00 a 
set 

The point of purchase display is 
designed for use on retail lumber 
dealer counters, the stereoscope 
being secured to the display with 
a light 


nie hes wide and has 


chain. The stand is 15 
a wire basket 
attached to the rear of the display 
which contains plans and specifica 
tions for the units illustrated in 
full color on the reels 

Deseribing dealer and customer 
“sensational”, D. B 
D.F.P.A. merchandising 
“The -D View 


Master pictures provide us with a 


resporse iis 
Sedgwick, 
director says 
low cost sales tool that is really 
producing results, and is one of our 
tools for 


major merchandizing 


194.” 
Additional reels will be 


throughout — the 


re le asx d 
year to lumber 


dealers at 50 cents each 


NAVA Manual Tells Dealers 

How to Recruit Good Salesmen 

* “Recruiting Audio-Visual Sales 
men””—a manual prepared for the 
National Audio-Visual 
Inc. by Lineoln \ 


been published for use by 


Association 
Burrows——has 
NAVA 
dealer members 

In 20 letterhead-size 


manual discusses methods and of 


pages the 


fers screening forms to aid in the 
It states 


recruiting 


securing ol good sale smen 
that the difficult 


problem is to attract 


most 
peopl who 
meet the requirements of a partic 
ular selling operation 

The dealer is reminded that r 
should be a 
operation even though sales posi 
The list of 


used Ww he n 


cruitment continuous 


tions may not be open 
likely prospects can he 
needed. 

The manual’s practical aids to 
recruitment are simple outlines on 
what types of men to look for, r 
cruitment sources, and examples of 


recruitment methods 


Perfection Holds Key to Stereo's Future 


a fhere’ atereo 


( on k eve d Stereo 


and there’ 


The only danger to the future 
success of 3-D is that the public may 
confuse the two and come to regard 
“Cock-eyed 
thing 

That, in the opinion of Herbert 
( McKay 


le ading 


Stereo” as the real 


probably the world’s 


authority on stereo, “is 
omething the photo industry must 
not allow to happen.” 

as “Mr. Ster 
eo” because of his many 
effort to popularize 


stereo, McKay is a Fellow in both 


the Royal Photographi« 


Known unive rsally 
years of 


plone ering 


Society of 
Great Britain and the Photographi« 


Society of America. In 1952 he re 





Printing 

Processing 
Sound-RCA-System 
Editorial Services 
Sound Stage 


ceived the first Photographic so 


ciety of America medal to be award- 


ed for 


scopic arts and 


for magazines in all parts of the 
world 
ed in five European and two Asiati« 
languages. 

“Stereo 


clares, 


Mckay de 


pictures,” 
“can't be ‘almost’ 
in stereo your viewing and proje¢ 
tion must provide positive align 
ment of the two images being ob 


Whe re 


doesn’t exist, acce ptable stereo can 


served. positive 

i Bee 

not exist. 
Stereo 


McKay 


out. is actually older than photog 


which. 


Partners in 
Production 


Our constant aim is to be a partner in 
production to each client 

As the creative producer's laboratory 
partner, we catch the problems you 
pitch think with you and supplement 
your activities our goal is the 


producer's goal, the production of better 


and better — Motion pictures 


eae ar cena daa 


{re \} , Washington ’ D.¢ 


Lawrence 6 4054 


Write for our latest Price List 


Bl 


contributions to the stereo- 
sciences. He has 
published 21 books and has written 


His work has been translat- 


perfes A 


alignment 


points 


SINESS SCREEN 


Stereo expert H. c. M K kh 


raphy itself, has been killed off in 
previous decades due to a general 
indifference on the part of the man- 
ufacturer to the all-important prin- 
ciples of positive alignment. “The 
consumer.” he says, “didn’t actually 
know what was happening, but he 
did know there was something 
amiss. So he stopped buying stereo 
or rather, he stopped 
‘Cock-eyed Stereo!’ ” 
“Cock-eyed Stereo,” McKay be- 
lieves, is the only factor that could 
prevent a 


buying 


general acceptance of 
stereo on the part of the public. 


“When 


aligned for viewing or projection, 


views are not positively 
and each individual picture has to 
be compensated for misalignment,” 
he explains, “the effect, though not 
discernable to the eye, is an ‘in- 
visible motion’ that causes distinct 
discomfort. This ‘invisible motion’ 
j companion to “Cock-eyed 
Stereo.” It is particularly disturb- 
ing im projection and can cause 
physical 
headaches, etc.). 


s a 


acute illness (nausea, 

“The stereo field owes a distinct 
debt of gratitude to everyone, man- 
alike, 
who help eliminate ‘Cock-eyed 
Stereo.” ” McKay declares. 

The development of top quality 
equipment is just one plank in Mc- 
Kay’s campaign to 
make better stereo available for the 
amateur photographer. “Never for- 
get for a moment that you’re cater 
ing to one of the biggest markets 


ufacturers and _ researchers 


never tiring 


in America,” he told his audience. 
* * - 


Automatic Projector Corp. Names 

Richard Karon as Sales Manager 

* Ricwarp Karon has been appoint 
ed sales manager for the AvurTo- 
MATIC PROJECTION CORPORATION, 
New York manufacturers of Sound- 
view projectors and sound slidefilm 
projectors. He was formerly a teach- 
er in the New York State Depart- 
ment of Education and is versed in 
the audio-visual problems confront- 
ing the educational field. 
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Modern Techniques for 
Slidefilm Recording: 


(CONTINUED FROM PAGE 45) 


miaster tape is prepared, it can be 
run and checked, or an acetate dub 
be and checked 
projector and final O.K. given im 
mediately with the assurance that 
the pressings will be just like the 
master tape ; 

(6) spot checking of tripping 
locations be the 
master tape is being prepared; and 


can made on a 


can done while 

(7) a standard slidefilm projector 
is attached and operated in conjunc 
tion with the signal inserter so that. 
filmstrips can be 


narration 


if one wishes. 
checked with co 
ordination, thus the producer knows 
how the film and record will work 


the 


for 


together before records are 


made. 


Precise Feeling of Assurance 

Experience with the Inserter has 
proved all the advantages mentioned 
above, plus the feeling of assurance 
which always accompanies working 
with precision devices. 

Third, the processing and press 
ing of the record is nearly always on 
an “hours” schedule. 

In other words, at this point the 
producer and client are just waiting 
to see and hear the show as a whole 
and to meet previously announced 
shipment dates; consequently, we 
have become accustomed to supply- 
ing test pressings within 48 hours 
from the time we finish recording a 
show 


or from the time we receive 


the tape from out of of town. 
Depends on Skills, Equipment 


of the fact that 
metal masters, mothers and stamp 


In view good 
ers cannot be made in less than six 
to eight hours for each plate, this 
kind of service depends upon tho 
roughly experienced technicians and 
well designed equipment, to say 
nothing of efficiency of operation, 
As a major recording studio we 
are expected to meet these require- 
ments and to have the background 
of that priceless ingredient—-expe- 


rience, which enables us to know 


how to attack a problem, what 
troublesome elements to look out for, 
and with experience and proficiency 


to produce a top product within 


minimum time limits. The fact that 
there is no substitute for experience 
carries the further realization that 
such devices as the Electronic Signal 
Inserter are born out of the neces- 
sity to operate with greater efhi- 
ciency and precision. 
“Audio-visuals” are a big and im- 
portant business and we enjoy our 
part in their From the 
standpoint of recording and the 
manufacture of the record, we in- 
tend to make 
Such determination creates excellent 


creation. 


constant progress. 
competition and this results in ben 
including our 


R 


efits to everyone, 
selves. 

* * * 
Optical Effects from First Neg 
Possible in Consolidated Process 
* A method for 
effects in 35mm 
Eastman color positive from East- 


making optical 
color prints on 
man color negative has been an- 
by 
Hollywood. 

The new CFI system, particularly 


nounced Consolidated Film In- 


dustries, 
adapted to tv. production, enables 
lap dissolves and fades to be pro 
duced from original negative with 
out the use of duplicate negatives 
as has been necessary. 

Optical effects thus obtained have 
the 
says. As a 


the same quality as 
the 


result of this new process, developed 


running 


footage. company 


it cooperation with Bob Yamin of 


the Ziv TV Company, no extra 
charge for lap dissolves or fades 
need be made. Consolidated states 
that the process will be available 
to its customers this month. 


REGAN FILM PRODUCTIONS 


19730 ralston 


designed 
with 

you 

im 
mninnel 


a creative and production 
organization, available to 
research, plan and produce 
your film and live program 


for maximum effectiveness 


detroit 3, michigan 


tulsa 3-4334 


The Magazine Business Users Depend Upon! 
Since 1938, BUSINESS SCREEN has served the key men who buy 


ana use 


sold out on 


» audio-visual programs and equipment 
the last two issues! Annual sub 


A Script kvery Week... 


guaran teed 





SPECIAL 
OPTICAL EFFECTS 
and TITLES by 
RAY MERCER & COMPANY 


4241 Normal Ave. « Hollywood 29, Calif. 


Send for Free Optical Effects Chart 
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“Catfishin’ Is For Saturdays,” just released by the 


Georgia State Chamber of Commerce, is one of 


the 364 successful motion pictures produced 


from scripts written by our staff, 


Film planning and writing is all we do—and for 


the seven years we have been in business, the demand 


for our work has averaged one completely detailed 


; . , 
shooting script every week of every vear! 


The reason simply is. we take pride in doing good 


work. We'd like to show you .. 


.on your next film 


Over 8,000 « opies 
only $3.00 


cription 


930 


STREET 


THE COMPLETE” FILM PLANNING 


Nortuwest * Wasnincton 4, D.C, « 


SERVICE 


EXect vive 


5941 





The Mark of 
Excellence in 
Commercial Films 


CATE & McGLONE 


Films for Industry 
1521 CROSS ROADS OF THE WORLD 
HOLLYWOOD 28, CALIFORNIA 
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tory of Dr. Lawrence f 


National Tuberculosis Assn. 
Premieres 50th Anniversary Film 


NE OF THE MOST ambitious motion pir 
() ture productions ever attempted — in 

Washington, D. ¢ is now being com 
pleted in a one-time neighborhood movie thea 
tre in southeast Washington. 

Combining European, Hollywood, New York 
ind local talent in an elaborately staged cos 
tume picture, the new film, Within Man's 
Power, is being produced for The National Tu 
berculosis Association to commemorate its 50th 
Anniversary. Capital Film Studio, operated by 
National Video Productions, Inc. is the locale 
of the production which is bringing Washing 
ton further along the road toward becoming a 
major motion pieture production cente! 

\ cast of more than 60 persons including 
many well-known Hollywood, Broadway and 
Washington actors is taking part in the picture 
While a few of the important roles were filled 
by actors brought to Washington from New 
York. the bulk of the 


imone the 


cast was recruited from 
constantly-increasing colony of pro 
ionals who make the capital their home. 
Scheduled for both theatrical and television 
release, Within Man’s 
tional premiere at the NTA convention in At 
lantic City on May 17 and will then be released 


Power will have its na 


in both 35mm and 16mm versions 

The film tells the story of man’s long fight to 
bring under control a disease which each 
vear kills more than 20,000 Americans—a story 
rraphically told by the employment of unique 
cenic and lighting techniques 

It deals mainly with the vigorous fight of 
Philadelphia's late Dr. Lawrence F. Flick to 
CONV ITC the medical profession and the public 
that tuberculosis is contagious 

The movie portrays Dr. Flick’s attempts, last 
ing decades, to persuade Philadelphia medical 
men that tuberculosis was a preventable disease 
rather than hereditary. As the founder and presi 
dent of the Pennsylvania Society for the Preven 
tion of Tuberculosis, Flick argued, debated and 
fought for this medical cause Among the proofs 
that Dr. Flick presented, and which are de 
cribed in the movie, is his now-classic house-to 
house survey of Philadelphia's fifth ward 


Once Dr. Flick was well on the way toward 


Within Man's Power 


obtaining medical acceptance of his doctrine in 
Philadelphia. and the messa ve was spreading 
throughout the nation, the traditional means of 
raising money for combatting tuberculosis in 
America, the Christmas seal campaign, originated 
in Philadeiphia. The first sale in 1907 was con 
fined to the Philadelphia area. The following 
year it became nationwide. Ly 


Z7om Craven sage: 


“LT have just finished the mix on our 
film India Art Exhibition and I want 
to let you know that I thought the 
music excellent. You may be sure 
the pains you take with your werk 
will not fall on deaf ears.” 


CRAVEN FILMS CORP., N.Y. 


Music scores created and expert! 
edited to suit your film. AND budget 
Complete services: music, sound effects 


and re-recording Supervision 


corelli - jacobs 


FILM MUSIC Ine. 
1600 BROADWAY 


NEW YORK 19, N.Y. 


FILM MUSIC Ine. JUdson 6-6673 
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OPTICAL PHOTOGRAPHY 


Animation — Titles 


343 LEXINGTON AVE. 
LExington 2-7378 
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GEO. W. COLBURN LABORATORY INC. 


164 NORTH WACKER DRIVE* CHICAGO 6 


TELEPHONE STATE 2-7316 


16mm 
SERVICES 











SEAS 


b 
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Presi 


TO THE GREATEST 
NAMES IN THE 
UPPER MIDWEST — 


General Mills, Inc., Hamm Brewing Co., 
The Farmhand Co., Minnesota & On- 
tario Paper Co., J. R. Watkins Co., and 


many others. 





COMPLETE PRODUCTION FACILITIES 


¢ Motion Pictures 
¢ Slide Films 
e TV Commercials 


3500 sq. ft. Sound Stage 


EMPIRE 


PHOTOSOUND INC. 


1920 Lyndale Ave. So. * 
Minneapolis 5, Minn. 
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World's first nickel-clad tank car is featured in 


recently premiered Lukens Steel Comte any mo 


tion picture. 


Lukens Premiere Sets Example: 

( CONTINUED FROM PAGE FORTY ) 
executives: President, Sales VP or Manager, Pur- 
chasing Executive and Chief Engineer. 

Fully detailed kits were distributed, outlining 
how the film could be used to help fabricators’ 
sales efforts and describing all the steps in setting 
up a movie showing for maximum effectiveness. 
Short talks were given by Lukens’ sales and mar- 
keting executives, underlining the fact that the 
steel firm’s marketing policy is geared to aiding 
fabricators’ sales. 

It is too early yet to evaluate fabricators’ results 
in using the film. Lukens, however, feels the film 
has strengthened fabricator/Lukens relationships. 
It has convinced fabricators that the steel firm is 
sincerely doing its utmost to aid their sales efforts. 
And even if this result is the only payoff, Lukens 
is convinced that the time, effort and money in- 
volved in producing and merchandising the film 
is more than worthwhile. 





Additional Listings of National 
Audio-Visual and Trade Groups 
BrotocicaL PHorocrapnic Assn, 
Orric—e OF THE Secretary: 533 West 57th 

Street, New York City, New York. 

Orricers: President: C. Graham Eddy (Medi- 
cal Illustration Division, Veteran’s Administra- 
tion). Vice-President: Warren Sturgis (Stur- 
gis-Grant Productions). Secretary: Jane H. 


Waters (Pavelle Color, Inc.) 





Motion Picrure INpustry Crepir Group, 

NATIONAL ASSOCIATION OF CrepIT MEN 
HEADQUARTERS: 229 Fourth Avenue, New York 
City, New York. Telephone: ORegon 4-5100. 
Orricers: Walter S. Prusiewicz (Pathe Labor- 
atories, Inc.) and Samuel Shapiro (DeLuxe 
Laboratories, Inc.), co-chairmen; Joseph A. 
Tanney (S. O. S. Cinema Supply Corp.) vice- 
chairman; Leon Levy (Film Opticals, Inc.) and 
Kern Moyse (Peerless Film Processing Corp.), 
committee chairmen; W. W. McAdam group 


secretary. 





NATIONAL TELEVISION Fitm CouNciL 
Heapguarters: 1501 Broadway, New York 
City, N. Y. Telephone: LOngacre 4-8234. 

President: Melvin L. Gold. 


Executive Secretary: Sally Perle. 




















“FREE” TEST-PRESSING 


Send us a tape and cued = 
script of your next pro- f 
duction job. / 


We will re-record your \\ 
tape on cherry-red 
VIRGIN VINYLITE with- 
out charge and send 
you a 12” or 16” 
test-pressing within 

48 hours. Audible or 
sub-audible signal 

added. 


This is the one, sure 
way you Can compare 
the QUALITY of our 
masters, the FIDELITY 


of our pressings, and \ 
the PROMPTNESS of \ j 
\ I) 





our delivery. 


SEND FOR OUR 
RATE CARD 


Ye ¢€ eile RECORDERS 


6757 HOLLYWOOD BLVD 
HOLLYWOOD 28, CALIFORNIA 





A Trademark For 
Technical Excellence 
In Motion Pictures 


INDUSTRIAL * COMMERCIAL 


DOCUMENTARY 


PEARSON & LUCE 


PRODUCTIONS 


OFFICES @ 26 O’FARRELL STREET 
STUDIOS © BELLEVUE HOTEL 


SAN FRANCISCO 





A NATIONAL DIRECTORY OF 


__EASTERN STATES _ 


* CONNECTICUT ¢ 


Rockwell Film & Projection 
Service, 182 High St., Hartford 5. 


* DISTRICT OF COLUMBIA ¢ 


The Film Center, 915 12th St. 
N.W., Washington. 


* MARYLAND « 


Howard E. Thompson, Box 204, 
Mt. Airy. 


¢ MASSACHUSETTS « 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


e NEW JERSEY « 
Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


* NEW YORK « 
Association Films, Inc., 347 
Madison, New York 19 
Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 
Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 
Comprehensive Service Co., 245 
W. 55th St., New York 19. 


Crawford & Lmmig, & Landis, 
Inc., 265 W. 14th St.. New York 
City Ll. 

The Jam Handy Organization, 
1775 Broadway, New York. 
Ken Killian Co, Sd, & Vis, Pdts. 
17 New York Ave.. Westbury, 

N.Y. 
Mogull, Film and Camera Com- 
my, 112-114 W. 48th St., New 
ork 19. 


5. O. 5. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 


Training Films, Inc., 150 West 
54th St., New York 19 

United World Films, Inc., 1445 
Park Ave., New York 29. 


Visual Sciences, 599BS Suffern. 


* PENNSYLVANIA « 
The Jam Handy Organization, 
Gateway Genter, Pittsburgh 22 
J. P. Lilley & Son, 928 N. 3rd 

St., Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


USE THIS 


* WEST VIRGINIA « 


Haley Audio-Visual Service, 
Box 703, Charleston 23. 


Pavis, Inc., 427 W. Washington St., 
Phone 2-5311, Box 6095, Station 
A, Charleston 2. 


B. S. Simpson, 818 Virginia St., 
W., Charleston 2, PH 6-6731. 


SOUTHERN STATES 


* ALABAMA « 


Stevens Pictures, Inc., 217 - 22nd 
St., North, Birmingham. 


Lewis M. Stone, Projector Serv- 
ice. “Specialized in Service.” 
1409 Ford Ave., Tarrant City 7 
Ala. 


¢ FLORIDA e« 
Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


United World Films, Inc., 1311 
N. E. Bayshore Drive, Miami. 


* GEORGIA « 


Colonial Films,71 Walton St., 
N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


United World Films, Inc., 287 
lechwood Drive, N. W. Atlanta. 


¢ LOUISIANA ¢ 


Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 


* MISSISSIPPI « 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 


¢ TENNESSEE ¢ 
Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 
ville. 


¢ VIRGINIA ¢ 


Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
51371. 


DIRECTORY TO LOCATE THE BEST IN 


VISUAL EDUCATION DEALERS 


* ARKANSAS ¢ 


Grimm-Williams Co., 115 W. 
Sixth Street, Little Rock. 


MIDWESTERN STATES 
* ILLINOIS ° 


American Film Registry, 24 E. 
Eighth Street, Chicago 5. 


Association Films, Inc., 79 East 
Adams St., Chicago 3. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 1. 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 
Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


United World Films, Inc., 605 
W. Washington Blvd., Chicago 6. 





¢ INDIANA ¢ 


Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


°e IOWA ¢ 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


* KANSAS-MISSOURI ¢ 
Erker Bros, Optical Co., 908 
Olive St.. St. Louis 1. 


Swank Motion Pictures, 614 N 
Skinker Blvd.. St. Louis 5. 


* MICHIGAN « 


Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


¢ OHIO « 


Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati. 


Academy Film Service Inc., 2112 
Payne Ave., Cleveland 14. 

Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 


Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 


The Jam Handy Organization, 
310 Talbott Building, Dayton 2. 

Twyman Films Inc., 400 West 
First Street, Dayton. 

M. H, Martin Company, 1118 
Lincoln Way E., Massillon. 





WESTERN STATES 


¢ CALIFORNIA ¢ 


Donald J. Clausonthue Co., 1829 
N. Craig Ave., Altadena 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 


Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 


The Jam Handy Organization, 
5746 Sunset Boulevard, Holly- 
wood 28. 


Ralke Company, 829 S. Flower St. 
Los Angeles 17. 





Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 


United World Films, Inc., 6608- 
10 Melrose Ave., Los Angeles 36. 


Association Films, Inc., 351 Turk 
St., San Francisco 2. 


C. R. Skinner Manufacturing 
Co., 239 Grant Ave., San Fran- 
cisco 8. 


Westcoast Films, 350 Battery St., 
San Francisco 11. 


¢ COLORADO « 


Dale Deane’s Home Movie Sales 
Agency, 28 E. Ninth Ave., Den- 


ver 3. 


© OKLAHOMA e« 

Cory Motion 
ment, 522 N 
homa City 2. 


Picture Equip- 
-Broadway, Okla- 


¢ OREGON °« 


Moore’s Motion Picture Service. 
33 N. W. 9th Ave., Portland 
9, Oregon. 


United World Films, Inc., 5023 
N. E. Sandy Blvd., Portland. 


e TEXAS ¢ 


Capitol Photo Supplies, 2428 
Guadalupe St., Phone 8-5717, 
Austin. 


Association Films, Inc., 1915 Live 
Oak St., Dallas 1. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


United World Films, Inc., 2227 


Bryan Street, Dallas. 


e UTAH ¢ 


Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 


EQUIPMENT, FILMS AND PROJECTION SERVICE 


BUSINESS SCREEN 


MAGAZINE 





Dont scratch your film 
4 BECAUSE OF SCRATCHES 


NTA, “4 Let RAPID remove them! 
ae Many a fine movie print 

\ or negative is sent to the 
> glue factory when it gets 
a few unsightly scratches. 
Wouldn't it be kinder to 





S your film (and you) to 
send it to us for a thor- 
ough reconditioning? Our 

\ exclusive process removes 

} all scratches, dirt and 

u other surface imperfec- 


tions from old or damaged film. And best of all, 
it costs so little. That's how more and more users of film 
keep their film running — and winning the race against time 


RAPIDWELD (our exclusive process) 


We remove scratches, fingermarks, oil stains 
from both sides of film, restore fiexibil 
ity to brittle film and repair faulty splices. 


Among our many satisfied customers are: Eastman Kodak Co., 
E. |. du Pont, U. S. Steel, General Moiors, American Can, 
American Cyanamid, Pan-American Airways, Jam Handy Org., 
CBS-TV, NBC-TV, Santa Fe R. R., State Depts. of Education, 
Ohio, Georgia, Connecticut, Maryland. 


RAPID REMOVES SCRATCHES 


from 16 and 35 mm 
ORIGINALS « NEGATIVES 
KODACHROMES « PRINTS 


rapid 
=" FILM TECHNIQUE INC. 


21 WEST 46th STREET » NEW YORK 36, N. Y. + JU 2-2446 


specialized laboratory services 





35mm Color Theater 
Prints from 16mm Color 
Originals . . . 3 meth- 
ods: Ansco Direct Re- 
versal, Eastman or Ans- 
co Color Negatives, 


35 mm 





Three-Separation Nega- 
tives. 
Kodachrome Optical 


Printing Masters with 
Special Effects 


16 mm 
TV 
3D 
NEW 





Special Photographic Ef- 
fects for Television Pro- 
ducers 





16mm Kodachrome 
blown up to 35mm East- 
man Color 3D Negatives 





Unsurpassed separation 
positives and Color In- 
ter-negatives with Ef 
fects, made on our New 
Precision Contact Printer 


Filme fects. 
OF HOLLYWOOD 
1153 NO. HIGHLAND AVENUE 


HOLLYWOOD 38, CALIFORNIA 
HOllywood 9-5808 





Superimposures 
Special Optical 
Effects 
Dissolves 
Montages 
Fades 

Wipes 


Zooms 
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Saas 


their films. Many 
have indicated to BusINESs SCREEN their appre- 


competitions” which honor 
ciation of the local promotional opportunities 
thus afforded among community film users but 
that they would definitely prefer to see their pic- 
tures judged by either advertising or business 
groups. Ideal situation is certainly the annual 
judging of the National Committee on Films for 
Safety, wherein qualified leaders in the field 
of safety education take time and effort to judge 
the relative merits of specific titles. Their final 
judgment really means something, sponsors say. 

One factor of importance is that the growing 
number of such events is taking too many 
valuable l6mm prints out of circulation at a 
time when influential audiences can be served. 
Consensus of opinion (via the heaviest mail on 
a single topic yet received by this publication) 
was that the No. 1 example of all that’s bad 
about film festivals was the Chicago debacle of 
the Film Council of ill-fated 


Golden Reel Film Festival. 


America and its 


feademy Award “Oscar” to Bell & Howell 
Climaxes Long Overdue Recognition 

*® When Charles Brackett, president of Holly- 
Academy of Motion Arts & 


Sciences, presented the 1954 “Oscar” to the 


Bell & Howell Company the event climaxed long 


wood’s Picture 


overdue recognition for that company’s 47 years 
ol pioneering efforts. 

As Mr. Brackett “the movies of today 
would still be the flickers of yesterday.” To H. 
W. Remerscheid, western vice-president of B&H 
the the 


mony, the event had other personal satisfactions 


said, 


who received statuette at recent cere- 
for he is a veteran of the company and shared 
many of the pioneering efforts which brought 


this belated recognition. 


Personalities in the News: 
* Sam G. Rose, president of the Victor Ani- 
matograph this month 


from an extended European trip with Mrs. Rose 


Corporation, returned 


and their daughter, Mary. Mr. Rose attended 
the International Photo Show (Photokina) at 


Cologne where the new Victor 16mm sound pro- 


jector was introduced to overseas markets. 

® At least one major national business maga- 
zine is preparing a feature section on business 
films. Complete files of BUSINESS SCREEN have 


been supplied to help researchers by request. 


for those who want 


>. 
. 
. 
* 


‘films 


of distinction 


SAM ORLEANS PRODUCTIONS 
—EXPERIENCE SINCE 1914— 


211 w. cumberland 
4 


P knoxville, tenn 


+ 116 n.w. 2nd street 


oklahoma city, okla. 


% 





a good production 
JAY F4 4 


3 good package ! 


A good production 
needn't suffer because of 
reel that causes 
distracting, annoying 
noises. And it can't 
happen when films 
are mounted on 
Compceo reels and 
protected in Comp- 

co film cans. 


failure 


The reels are mode of the hardest, spring-type 


The 


cans are die-formed, rigid, and dent-resistant., 


steel, They just can't bend out of shape 


Together, they make the perfect combination tor 
film production packaging 


Reels and cans available 
in all l6mm sizes 


CORPORATION 


2251 W. St. Paul Ave., Chicago 47, i, 








SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., 
Cleveland 3, Ohio 





IMMEDIATE CASH 
CAMERA EQUIPMENT 


NEED EYEMOS (SINGLE LENS AND TURRET), 
MITCHELLS, ARRIFLEX, DE BRIES, B&H STAND.- 
ARDS AND HI-SPEEDS, WALLS, AKELEYS, CINE 
SPECIALS, AURICONS, MAURERS, FILMOS. 
ALSO BALTARS, COOKES AND OTHER LENSES. 
SOUND STAGE, LABORATORY AND EDITING 
EQUIPMENT OF ALL TYPES REQUIRED. PLEASE 
SHIP INSURED OR FORWARD DESCRIPTIONS 
AIRMAIL. IMMEDIATE PAYMENT. 


GORDON ENTERPRISES 


5362 N. CAHUENGA «+ N. HOLLYWOOD, CAL. 











Presidents exchange notes as retir 
ng IAVA ¢ rexy Leo Beebe (left 
gives some usetu! tips to president 


} eferly at IAVA ar 


j 


‘ 
elect Josey n 


nual meeting. 


(CONTINUED FROM PAGE 48) 
brought the total up to near the 
constitutional maximum adopted at 
Chicago. These were M. Stephens 
Miranda (Dresser Industries) ; Max 
J. Hanke (Cleveland Elec. Illum. 
Co.); H. LeRoy Vanderford 
(Amercan Tel. & Tel. Co.); M. A. 
Nugent (Southern Pacific RR); 
Wallace B. Curtis (General Petrol 
eum Corp.) ; and Robert M. Wilson 
(Inland Steel Co.). 


Powers Is Program Chairman 


The full, yet well-paced, three 
day meeting program arranged by 
chairman John Powers and Chica 
go members of his program com 
mittee brought many interesting 
topics to the rostrum. An historic 
“first” with 


far-reaching implica 


tions for film projection was the 
demonstration of the new Bell & 


Howell-DeVry “Xenon” 


ed l6mm sound projector with its 


illuminat 


widely-heralded “xenon gas” quartz 
enclosed lamp. 

E. W. D’Arey, now heading an 
engineering group at Bell & Howell 
and in charge of this [AVA dem 
onstration, was active in the de 
velopment of this equipment with 
the cooperation of Navy Engineers 
Not yet 


markets and with no formal date of 


available for consumer 


release as yet 
Xenor Are 


performed 


contemplated, — the 
equipment nevertheless 
brilliantly with both 
standard and 


wide-screen 16mm 


lenses, 
Iwo Aspects of Wide-Screen 


Two aspects of wide-screen cin 
ematography and projection were 
demonstrated during the program 
In an early demonstration, Car! 
Dudley, president of Dudley Pic 
tures and founder of Vistarama, 
showed 16mm examples of recent 
theatrical productions and explained 
the problems and opportunities in 
herent in wide-screen production 

Bell & Howell engineers, headed 
by George Oakley of that company, 
appeared in another l6mm wide 
demonstration. The B&H 
l6mm Cinemascope lens was ex 


screen 


plained and illustrated by recent ex 


industrial 


perimental films taken in the na- 


tion’s capital. 
“Controlled” Stereo Shown 


Controlled three-dimensional mo 
tion pictures occupied another pro- 
minent spot on the program as 
Raphael G. Wolff's recent award- 
winning General Motors 3-D film 
This Is 


This producer's evolution of spec ial 


Progress was screened. 


stereo equipment and _ techniques 
was discussed by Harold Troy, De- 
troit repre sentative of R. G. Wolff 
Studios. 

While member presentations ar- 
ranged by Chicago, Minneapolis, 
West Coast and Eastern delegations 
occupied a large part of the well- 
planned agenda, an invited guest 
speaker with many good ideas was 
Dr. Nicholas Rose, University of 
Southern California who discussed 
“Audience Research and Film Eval 
uation.” 

Stressing pre-production testing 
of sponsored films to assure their 
future success in field operations, 
Dr. Rose called attention to the 
needs and interests of the film’s 
intended audience. 

“In the 
said, “we tend to lose sight of the 


audience. We make basi 


tions in communication and if they 


. ” 
creative process, he 


assump- 
hold we succeed but they may fail 


don’t 
through wrong assumptions of at- 


when words register or 
titude on the part of listeners or 
viewer;rs 

“Good communication takes place 
when content symbols stand for the 
same experiences for both commun- 


icator and the interpreter es 
Twin Cities Member Program 


During the series of membership 
programs, a group from the Twin 
Cities region presented a wide range 
of subjects. Ken Penney (Minneso- 
ta Mining & Mfg. Co.) 


reviewed 


Dr. Nicholas Rose, film research | 


suthority, ist ctured during talk 


Audio-Visual Executives Meet 


the swift progress in magnetic tape 
equipment and processes, stressing 
the consciousness of sound equality 
which is dominating present repro- 
ducer developments. The advant- 
ages of magnetic striping of films 
when only a single print (or a very 
few prints) is to be employed were 
illustrated on a budget basis. 

Joining Fred McMullen (Hard- 
ware Mutual Ins. Co. of Minn.) in 
this demonstration program was 
Charles A. Fox (Brown & Bigelow) 
who showed sound slidefilm tech- 
niques developed for his company’s 
field sales operations. 


Eastern Group Takes Over 


A program contribution arranged 
by Eastern delegates was the dem- 
onstration of Ozalid process tech- 
niques for transparent slide produc- 
tion. Midwestern members sched- 
Protecto- 
rilm, a new film treatment mate- 


Harwald 


Company, the Panascope rear-pro- 


uled demonstrations of 
rial developed by the 
jection equipment created by Op 


ties, Ine.; the 
demonstrated by Bernard Schwartz 


Message Repeater, 


of Michigan Electronics, Inc. and 
an audio demonstration ‘Binaural 
Hearing” made by Mr. Carrington 
of Allied Radio. 

Irom the Western region came a 
member demonstration by Barney 
Bailey of Mytinger & Casselberry, 
makers of Nutrilite. He showed a 
color slide and recorded program 
based on the famous presentation 
of E. N. Chapman, titled Your At- 
titude Is Showing. 


“Mystery Night” a Feature 


Rounding out the many-sided 
program was the featured evening 
event billed as “My stery Night” and 
arranged by O. H. Peterson, Stand- 
ard Oil of Indiana, a pioneer mem- 
ber and a past-president of [AVA. 
Chicago 
“Pete” 


new audio-visual 


members joined with 
to dedicate the company’s 
“Committee 
Room” in the headquarters’ build- 
ing at 910 South Michigan Avenue. 

Utilizing nearly every audio-vis- 
ual device available to business 
(and easily accessible in this model 
presentation room) the entire Chi- 
cago membership presented a high- 
ly-informal playlet which could 
have been titled “The Perils of 
Ivey.” With Vie Johnson playing a 
typical business audio-visual exec- 
John Hawkinson his 
“eager-beaver” assistant, the drama 


utive and 


reviewed the trials, tribulations and 
triumphs of a hard-pressed a-v man. 
sill Bastable (Swift & Company) 


Above: Projection design ex- 
pert Ed. D'Arcy of Bell & Howell 
(seated) tells Ott Coelln of 
Business about new 
equipment developments during 


|IAVA meeting interlude. 
9 


Screen 


played the omnipresent “Veep” in 
a role mindful of Executive Suite. 

The annual dinner featured the 
presentation of the Past President’s 
Plaque given to retiring president 
Leo Beebe by another past presi- 
dent, R. P. Hogan (Kraft Foods 
Co.). In his presentation remarks, 
Red Hogan reviewed the early for- 
mative years of IAVA, beginning 
with the informaal luncheons and 
dinners of the little Chicago group 
brought together by the publisher 
of Business ScREEN. 


Cites Need for Leadership 
The closing program event 
brought a ringing challenge from 


Ott Coelln on the theme “Where 
Do We Go From Here.” 


the vital need for management evi- 


Stressing 


dence of solid progress being made 
within audio-visual programs, the 
Editor of Bustness SCREEN called 
for accurate and available statistics 
on all phases of film showings, for 
a broad approach to audio-visual 
application within companies, “us- 
ing the proper tools for specific 
tasks” and for the careful evalua- 
tion of experimental techniques to 
avoid wasteful spending. 

The impending perfection of col- 
or television techniques was also 
cited as a further stimulus to visual 
communications developments with- 
in companies, both internal and ex- 
ternal. The role of the audio-visual 
executive in such a future of “un- 
limited opportunity” was _ strictly 
up to the individual’s professional 
initiative and real knowledge. 

“Your company’s stake in better 
communications is currently vital in 
the area of better salesmanship. 
Your skills and techniques are the 
hope and the key force in aiding 
management to achieve its goals 
end to help insure our nation’s 
economic future,” he declared. & 








HOUSTON-FEARLESS 


The 
HOUSTON 


FEARLESS 
Co “fro wition 





Houston-Fearless Corporation 
11811 w Olympic Bivd., Los Angeles 64, Calif 
Please send information on film proces 


SiNg equipment 
following Purpose 


used for the 


NAME 
FIRM 
ADDRESS 
City 














You save time. money. effog 


you get a completely intes 
. to dramatize prodt 
. to activate progra 
. to inspire actior 


when you use One-S 


Here you'll find u 
for every phase 


and every type 
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